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Speed Queen Does It Again! 


For the second consecutive year, the Speed Queen automatic washer has 
won the coveted Consumers’ Survey Council Award of the California 


State Fair and Exposition. 


The Model A22 Speed Queen 1s advertised as the “best-engineered, best- 
performing automatic washer in the business.” Here again, is public 


confirmation of this superiority. 


When you have a saperior product... supported by a properly protected 
franchise and have strove discount margins to work with... you 


have a sales setup streamlined for making money. 


And that’s Speed Queen! 


SPEED QUEEN, a division of McGraw-Edison Co., Ripon, Wisconsin 
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PUT WESTINGHOUSE ELECTRIC HOUSEWARES 
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ay Full-profit 
Full Line 


Steam-N-Dry lronyi ves morestean 
over a wider area from 15 specially 
( 1 teary er Open handle 


plac 
















( ppertone 


ee aker make our 
1 coffee, gets « the flavor fast end wrist t t opy 
oe " for hour >to 10 cup = $18.95, “hrome $16.95. Dry Iron 
xe , Standard $21.95 1 S$ $13.95 








Heating Pads . : Extra ! : Automatic Bed Covering gives just 


: Portable Mixer, \ ' ‘ erat * the warmth dialed, regardless of 
° Toaster n | ‘ n! ° eve peed. kj rv pops beater : temperature changes. Insures sleep 
: jut for cleaning ts on heel ¢ . comfort all night. Sheets or Ele« 
; p $7 I gs on wall. White, Aqua, Pinl : tric Blankets; Single or Dual Con 
$s 9 neh. White, Aqua . $19.95 : trols. Sheets $19.95, $24.95. Blankets 
$21.95, (| © $19.95 . * $29.95 to $69.95 











This 17-plece 


$5 Display FREE Y 


with your initial order 
while they last! 


STOCK UP NOW...START BELLS JINGLING EARLY. CALL YOUR WESTINGHOUSE Di! 
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NE \ Budget Automatic Fry Pan 


Special Model of the ‘‘square pan with the square element”’ offers 
new gift appeal during the peak gift season. Joins the already 





































Id famous Deluxe Automatic Fry Pan (opposite) to bring you extra 
eat Christmas sales on the leading housewares item. 
: Coming Soon! Budget Automatic Fry Pan. $19.95 
; 
NE 
\ ) 2 Automatic Fan Heater Models 
Get extra business by selling these two completely portable room 
heaters with the extras that count ... guaranteed performance, 
t safety tip-over switch, coo) double-wall construction and thermo- 
ben static control. Special Model, 1650-1320 watts, $19.95 
‘le ts Custom Model, 1650-1320 watts, $39.95 
~. NE \ 2 Appliance Center Models 
Designed to build into new or old homes. Fit between regular house 
studding. Added to Deluxe Automatic Appliance Center (not shown) 
} gives you full line of 3-wire power centers, priced for step-up selling 
, Special Appliance Center. 4 outlets, Minute Minder. $34.50 
- Custom Automatic Appliance Center. 2 Hide-away cords, 2 outlets. 
Electric Clock and Timer on 1 circuit, Minute Minder. $64.80 
Deluxe Automatic Appliance Center. 3 Hide-away Cords, 2 outlets. 
Electric Clock and ‘Timer connects to any one of 3 circuits, $99.95 
Color Pages appearing throughout 5 consistent weeks 
in LIFE + SATURDAY EVENING POST + SUNSET 
BRIDE’S «+ BETTER HOMES AND GARDENS «+ AMER- 
ICAN HOME + THIS WEEK + REA PUBLICATIONS 
ELECTRICITY ON THE FARM. TV demonstrations by 
Betty Furness on STUDIO ONE. Reaching 58,323,000 people 
all over America! 
D 





Order FREE tie-in ad mats from your Distributor! 


scat amie: you CAN BE SURE...1F IT'S Westinghouse® 
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LOOK FOR THAT 
* 





DIFFERENCE 


...and you have it in your Hotpoint 
Full Line Franchise for 1958! 


In 1958, Hotpoint will be reminding your prospects to ‘“‘Look For 
That Hotpoint Difference.’’ We would like to urge you to do the 
same when you enter into your 1958 appliance franchise! 


Hotpoint for 58 is more than just “‘new’’—it is the most advanced 
line of major appliances Hotpoint has ever offered! And the very 
real, very tangible Hotpoint Difference is evident throughout the line. 


For the consumer, it means many things. There is truly distinc- 
tive Clean Line Styling—styling that at once blends with and 
enhances any type of decor. Startling improvements and refinements 
of Hotpoint’s exclusive, leadership-building quality and performance 
advantages are immediately apparent. And, of course, each Hotpoint 
appliance for 1958 proudly displays the kind of years-ahead features 
for which Hotpoint has long been justly distinguished. 

For you, the dealer, the Hotpoint Difference means all that 
and more! It represents a more valuable, more meaningful franchise. 
You have the distinct advantage offered by a full line of top-quality 
free standing and built-in appliances and television receivers, backed 
by Hotpoint’s more than 50 years of leadership. With Hotpoint, you 
have one dependable source of supply with ample territory afforded 
each dealer to allow full return on his merchandising effort. 


The famous Hotpoint name works to your advantage, too. Sales 
are easier, more profitable when you offer pre-sold Hotpoint appli- 
ances. Throughout the line, customer preference has been growing 
steadily for over half a century—acceptance earned by Hotpoint’s 
unequalled performance and sustained by Hotpoint’s steady, aggres- 
sive advertising and promotional programs. 


Your Hotpoint Distributor will introduce you to the profitable 
Hotpoint Appliance Line for ’58 in the near future. So wait 
assure yourself of bigger, better, easier sales next year. 
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Don’t sign any major appliance franchise until you... 


\\\ 


LOOK AT THAT Hotpoint DIFFERENCE 


sOWnr Cudlawmens do!) 


Electric Ranges + Refrigerators - Automatic Washers + Clothes Dryers « Customline - Dishwashers - Disposalis« 
Water Heaters - Food Freezers + Air Conditioners « Television 
HOTPOINT CO. (A Division of General Electric Company), CHICAGO 44 
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PRECEDING 
MONTH YEAR AGO 


LATEST 
MONTH 






THE YEAR SO FAR 





FACTORY SALES 


appliance-radio-TV index (1947-1949 = 100) 154 


118 155 


11.7% down 





RETAIL SALES 


total ($ billions) 


17.0 


17.0 16.1 5.7% up 





DEPARTMENT STORE SALES 


index (1947-1949 = 100) 


128 





134 129 


2.4% up 





CONSUMER DEBT 


wed to appliance-radio-TV dealers ($ million) 


360 


362 365 





0.3% more 








FAILURES 


of appliance-radio-TV dealers 


35 


35 30 






43.1% more 





HOUSING STARTS 


(thousands 


90.0 





95.0 93.9 11.1% down 





AUTO OUTPUT 


thousands) 


274.3 


524.4 190.7 10.2% up 





DISPOSABLE INCOME 


annual rate ($b 


303.0" 


299.5% 288.8" 5.1% up 





LIVING COSTS 


index (1947-1949 = 100) 


121.0 


120.8 116.8 3.5% up 





CONSUMER SAVINGS 


annual rate ($ billions) 


19.8% 


21.9% 20.3" 4.7% up 





UNEMPLOYMENT 


thousands) 


2,552" 








How much room for shrinkage is left in the industry's dealer 





structure? 

Take a quick look at the circled item in the chart above and 
you'll see why that’s a good question. 

Dealer failures in September remained at 35, the same as the 
previous month. That brought the nine months total to 332 
43% more than in the same period last year. In all of 1955 there 
were only 344 failures and in 1956 this fell to 327. ‘This year 
we've already passed the 1956 total and it looks very much like 
the toll will reach 400, the first time that level has been reached 
since 1954. 

Bear in mind these Dun & Bradstreet statistics cover only 
failures which involved a loss. Voluntary retirement from busi 


ness or shifting to another line are not included. ‘That's why 


the figures in the chart are only a partial clue to the forces at work 





trimming down the industry's marketing structure. 





Once, in the early post-war years, there were an estimated 
90,000 to 100,000 mayor appliance retailers. Now some experts 
think this figure has fallen to 60,000. (Nobody knows for sure, 
of course. All figures along this line are, at best, educated guesses 


Is 60,000 dealers an adequate number? Is it too large? ‘To get 





an answer you have to consider what's happening in the busines 


On the one hand, the big are getting bigger—at the retailing a 
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2,609" * . 








well as the manufacturing level. Frigidaire estimates that then 
dealers today do 135 percent more business (in units) than they 
did in 1949. 

But that’s only part of the story. The biggest of today’s dealers 





are taking a disproportionate share of the market. One firm finds 





that the 15 percent of its largest dealers do 60 percent of the 
firm’s business and that the top 32 percent account for 50 percent 
of sales 

Don’t jump to any conclusions yet, however. Figures like thes« 
seem to indicate that fewer big dealers could handle the industry's 
business. But other forces are also at work. For one thing, there 
is a tendency by dealers to limit to some extent the number of 
brands they carry. If retailers continue to concentrate on two 
brands instead of four or five, then other dealers must be found 
to handle the remaining brands. ‘That's true even if the number 
of brands continue to decline. Assume, even, that only six appli 
ince brands survive. It seems reasonable to assume that some 
where between 10 and 12,000 dealers are needed by each brand 


for good national coverage. ven allowing for duplication of 





lines, it would appear that shrinkage much below today's 60,000 


level might spell a shortage of dealers. 


All of this assumes, too, that each of the 60,000 are uniform) 








good, aggressive dealers. Obviously, that’s not the case today 


(Continued on page 6 
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completely immersible 


atic 
gutom iddle 
electric g" . with heat control 


The big one nserving ippliance in pl fit 
for vou Larue i) ‘jy. on cooking area erve 
i family roa purty Balanced heat over entire 
cooking urtace Other ile pot for ou 
ompletely immersible vith heat control re 
moved loping rrill drat exc fats into well 


it back. $27.95° retail 


A brand new idea in table service that's 


beautiful and practical . a real traffic 
stopper.” Keeps hot dishes at serving tem 
. perature over low, even heat (95 watt unit) 


White stoneware server with “gourmet” cde 
ign is complemented by sparkling chrome 
base $6.95° retail 





party r 


The coffee maker that gives you an un 


limited market ideal tor party, family 
gathering, luncheon ree room Fully 
sutomatic! Pour in cold water idd 
cottec forget it! Brews delicious 
flavorful coffee. Holds serving temper 
iture. Durable aluminum, $29.95 retail 
0-50 cup ‘ SIU MO 4.72 cup, 
$42.95 


See West Bend's new Automatic 
Griddie in November MecCALL'S; 
new 24 cup avtomatic “perk in 
November |! Lift 





0 AND EX © Ta® 


WEST BEND ALUMINUM co. 
Dept. 18b, West Bend, Wisconsin 
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And that’s why today’s really good dealers are still very much in 
the driver's seat. ‘They may not be calling all the shots but thes 
have the power to drive a hard bargain. 


It's true that Grand Union's addition of appliances (and a 





host of other non-food items) is a radical departure for super 
market operators. 








But it’s equally true that some of the country’s biggest dis 
counters have been doing essentially the same thing for some 
time now 








Korvette, for example, has a supermarket in its Carle Place, 
Long Island, store. Observers give this market a generous share 
of the credit for the overwhelming success of the Carle Place 
operation. ‘Iwo guys from Harrison have several supermarkets 
operating now. A supermarket is also projected as part of a pro 
posed Masters outlet on Long Island 

Grand Union maintains that their non-food operations are no 


longer in the testing stage. That may be so but some marketing 





men still have reservations about how successfully supermarkets 
can expand into other fields 








Late last year, for example, the editors of Grey Matter, the 
newsletter issued by Grey Advertising, listed ten “important” 
problems a supermarket would encounter in any such move. Here’: 
a sample 

(1) Realization that, while trafic is heavy at a supermarket, 
much of it consists of the same people making repeated its, 
thus producing a somewhat limited “customer base.” 

Supers are geared to tonnage velocity—dealing in cases of 
food instead of single items or even dozens of items in non 
food line 

3) Supers are “choked” by a tight pattern of store hour peaks 
ometimes doing a fifth of a week’s volume in two hours on a 
busy night 

4) Personnel problems 

5) Problems in maintaining a wide assortment of items even 
though volume is concentrated on certain fast-selling item: 

It will be some time before it is clear whether Grand Union 
or any other supermarket operator—has solved all these problems. 
In the meantime, the fact that both hard goods merchants and 
grocery operators have decided that they can profitably invade each 


other's fields is proof enough that old fashioned concepts of what 





1 certain type of store should carry are no longer valid 





That's why appliance dealers will be particularly interested in 
ELECTRICAL MERCHANDISING'’s forthcoming Special Re 


port on Sidelines. It tells what appliance dealers are doing to 











diversify—and appears in next month’s issue 


Fair ‘Trade lost two more rounds last month—one in a state 





court in New Mexico, the other in the Supreme Court 
Quite obviously the latter has the most significance—but pos 
sibly in a way you haven't realized 
It’s true that Steve Masters—or any other discounter—can now 
cut Fair Traded prices through a mail order operation. It’s also 
probably true that such an operation could prove to be a con 
siderable nuisance to a Fair Trading manufacturer like G-E in a 
particular market such as New York. What happens in the com 
ing Christmas season may be the tip off as to just how much 
Continued on page 10 
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RCA WHIRLPOOL Home Appliances 
Products of 
WHIRLPOOL CORPORATION 
St. Joseph, Michigan 


Join Up!... 


PAGE t 





hon j 
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automatically selects correct wash and 
3 washing cycles, REGULAR, 








LOOK...THE RCA WHIRLPOOL 
DRYER, TOO, HAS 


AUTOMATIC FABRIC CONTROL 


with "moisture control” drying and 3 cycles... 
one for wrinkle-free drying of Wash'n Wear fabrics! 


With one setting clothes are dried exactly as required perfectly, 
quickly, safely! Automatically an RCA WHIRLPOOL determines and 
regulates drying time by the moisture content of the load 
automatically it determines and maintains drying heat... then 
shuts off “‘when dry enough.’ No other dryer gives you such a 
big selling advantage! 


it’s easier to sell RCA WHIRLPOOL than sell against it! 
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FABRIC CONTROL 





rinse temperature, speed and time for any basic fabric... 
DELICATE and WASH ’N WEAR, assure perfect fabric care! 





At last!...a washer so completely automatic that there’s no guessing in setting... 
so fully flexible that it washes every fabrie exactly as required. Take Wash 'n Wear 
fabrics, for instance... no other washer has a separate cycle for giving these modern 
fabrics the special washing treatment they need, as specified by manufacturers, to 
/ wash them wrinkle-free. 
Le This same individualized, correet washing care is possible for all washable fabrics 
\ with a new RCA WHIRLPOOL washer for 1958. Automatic Fabrie Control is the 
reason... it tells homemakers exactly how to set each control with color-keyed 
dialing for surest, cleanest, really safe washing. Get the full, exciting story from 
your RCA WHIRLPOOL distributor and you'll agree this is the “‘hottest line’ ever! 


eA) Whirlpool en seam 


...the only one with all these features 


Exclusive! Built-in Lint Filter works 
full time, filters out lint during washing 
and rinsing! 


kxclusive! Suds-Miser® built-in suds 
return system saves over 2500 gallons 


of hot water yearly! 





Exclusive! Separate cycle for 
1utomatic WRINKLE-FREE 
washing of popular Wash 'n 
Wear fabrics! 


2-Speed Washing Action... Normal 
and Gentle . selective in 3 cycles 
for true flexibility! 
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Today the merchandising 
spotlight is on PACKAGING! 
Here are two important 
CORNISH improvements 





CORNISH Portable Service Cords, in popular sizes, now packed 
four 250-ft. spools in individual containers, all in a compact carton 
that makes identification easier. Individual containers suitable 
for reshipping — eliminating expensive, time-consuming repack- 
ing. Speeds shipping, receiving, over-the-counter ACTION! 





No more tightly hanked cord sets. Now wound and labeled 
to minimize tension and effect complete relaxation of the 
insulation. Uncoils without kinking. Free from ozone attack. 


Sold Only Through Accredited Jobbers 
Have You Our Latest Catalog? 


“MADE BY ENGINEERS FOR ENGINEERS” 


CORNISH WIRE COMPANY, INC. 


50 Church Street New York 7, N. Y. 


Branches in 15 Leading Cities 


Creators and Manufacturers of 


CORDS AND CORD SETS FOR HOME, FARM AND INDUSTRY 








tl ends (continued) 


G-E—or any other manufacturer—will be affected. 


But the real significance of the Masters decision in the opinion 





of some of the staunchest of Fair Trade supporters is that it 





furnishes an indication of how the government's thinking is run 





ning on Fair Trade. If that’s so—if the decision does indeed 
indicate a lack of sympathy for Fair Trade as such—it might be 





a clue as to what will happen when other Fair Trade cases mov 
up to the federal level and an indication of how good—or bad 


ire chances for getting some legislative upport for Fair ‘Trad 


Is there a boom in FM radio? 
Or is the boom really in high-fidelity merchandise with FM 
getting a free lift? 


Right now the available statistics seem to point to the latte: 











conclusion. But statistics aside, there is general agreement that 
demand for FM as FM is growing—although not as fast as some¢ 
might lead you to believe 

Look first at the statistics. In the first eight months of this 
year sales of radio combination consoles more than doubled 
whether you use factory, distributor or retail sales as a guide 
Most of these, of course, included provision for FM reception 
But it’s probable that most of these sets were sold as hi-fi rathe: 
than as FM 

On the other hand, sales of AM-FM table models are lagging 
behind 1956 levels. ‘This is the category in which you would 
expect to find sets purchased for FM itself rather than for hi-fi 
l’or the first eight months, distributor sales in this catego 
only 95,000 units, 20,000 behind the 1956 level 


Lhus, figures can be used to prove either side of the argum 





Broken down as they are above, they tend to show that toda 
boom is in hi-fi rather than in FM itself. But it is perhaps unfair 
After all, good 


reproduction has always been one of kM trongest selling poi 


to make too much use of such a breakdown 


ind it’s only logical to expect that a boom in hi-fi would prod 
1 COTTC ponding micrease in hM busin 

lhose who take this point of view point out that total kM 
iles this year are running well ahead of 1956 and that thi 
the fourth consecutive year in which this has happened In 
recent years, in fact, the rate of gain for FM has been faster than 


that for radio in general. ‘That's why they talk of a boom in FM 








What are the prospects for a boom in FM itself which could 





be expected to produce a quickened market for small FM sets? 





Indications are now that such a situation may be developing 
For one thing, manufacturers have noted a demand from th 





trade for such sets. A district manager for one radio firm wa 





confronted by four department store buyers on a single da‘ 
Kach—without prompting—told the factory man that the absen 
of a small FM set left a big “hole” in the firm’s line 

his, of conrse, took place in a market with good FM coveras 
But in other areas FM broadcasting isn’t good enough to prod 
demand for FM sets. But this, too, may be changing 

Up until now, over 90 percent of FM stations have been dup! 
cating their broadcasting on AM. ‘Thus, there’s little reason fo 
the listener to buy a FM set and there’s little chance for the 
station to make money off FM since it is usually thrown in a 


i “bonus” with purchase of AM time. Now, more stations seem 





to be willing to offer FM programming alone and there 1s also an 





ipparent imcrease in stations which have no AM outlets he 
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NEW 1958 CHEVROLET TRUCKS WITH 
NEW HUSTLE! NEW MUSCLE! NEW STYLE! 


NEW MEDIUM-DUTY VIKINGS 


Hardy Vikings roll in with 
models, offering new cab-to-rear-axle dimensions 








Just look at all they offer that's new 
and better...and you'll see why 
these new Chevies are the fleetest, 
sturdiest, handsomest dollar-savers 
yet! Meet Chevrolet for '58! 


nine brand-new 
for improved semi-trailer, dump, stake and van- 
type operations. Options available boost GVW 
ratings all the way to 21,000 Ibs. 


NEW LIGHT-DUTY APACHES FAMOUS 6’s OR SHORT-STROKE V8's 


SEE THE LATEST EDITIONS OF THE “BIG WHEEL” IN TRUCKS 


ELECTRICAL 





Thrifty Apaches offer three new Step -Vans com 
plete with walk-in bodies. With high-capacity 
panels, pickups and four-wheel drive models, 
this expanded light-duty lineup has a dollar 
saving answer to your delivery chores. 


MERCHANDISING—NOVEMBER, 1957 


The engine lineup is full of new pep and power 

whether you choose a 6 famous for economy 
or a high-compression V8. Look over ‘Task-Force 
58 at your Chevrolet dealer’s. . . . Chevrolet 
Division of General Motors, Detroit 2, Michigan. 





1958 CHEVROLET TASK-FORCE TRUCKS 
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This display is your .. FREE with RADION ANTENNAS. See 
your distributor today. See for yourself the markup on indoor antennas, 


the profit in one square foot. 


It’s a safe bet that this year a million or more replacement indoor 
antennas will be sold. Get your share with RADION—the only line 
that can give you... 


Acceptance . more people own Radion than any other brand. 
Design and Quality... choice of 9 out of 10 TV Manufacturers. 


THE TV MARKET'S HERE MOVE NOW. GET YOUR DIS 
PLAY 7 DAY YOUR PROFIT TOMORROW 


THE RADION CORPORATION, Deptt 
1130 W. Wisconsin Ave., Chicago 14 


In Canada 


Atlas Radio Corporation, Ltd., Toronto 


E xport Sales Div 


Scheel International, Inc., 
5909 N. Lincoln Ave., Chicago 45, Illinois 


Cable HARSCHEEL 


Model 
280 $14.95 


in your store 


FREE 


‘How to make 
more money 
with less 
investment.”’ 


Ask your 
distributor or 
write direct. 


Lee eee | 
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THE 
EAST 


By John A. Richards 


Big outlet expansion rolls on 
Refrigerators and dishwashers join in 
upswing of washers, portable TV, 


hi-fi... L. |. unemployment up 


K ASTERN dealers felt like port running 
4 ducks at a shooting gallery last month, with 
omebody bumping them on thi 


hot Ihe market retused to 


ing it tough to draw a De id on normal ile 


houlder at ever 


top jumping mak 
I oes - 


New big-outlet openings were one jolting influ- 
ence. Masters flung wide its doors at a new Lake 
Succe Long Island, N. Y. location, and Abra 
ham & Straus opened a new store in Babylon 


i. Another undisclosed Island opening and 


two in the planning ta indicated Master i 
not through. The firm al vas negotiating with 
Namm-Loeser for a juisition f that partial] 
liquidated department st In Paramus, N. J 


Stern Allied Store yutlet wa ibout to open 
And Korvette, already in Philadelphia, was prepai 
ing openings in New Brunswick, N. J. and Hart 


ford, Conn. On top of ll] this, Master 5,000 
quare-foot Masterette in York, Pa., zeroed in 
with $54 ) 000 innual ile [hic | ist Dra ed for 
possible further openin f Masterett is part 
of a plann d nationwide network of miniature 
nant killer 

Hardened merchant iCKNOV lging that even 
vhen the giants don't direct] hurt you the 
iphon tt and divide up basi ile ttled down 
inew to the batt! Y attrition One western 
Nassau dealer summed up their attitud 

Nuts to them a ynmented this dealer 
I'll ke p hammering away at « lent se ( 
ind iles hansnip And lop mm ) rhead one 
l that it sta lin vith i 


Competition from another source came gallop- 


ing over the horizon. Grand Union, which for six 
teen months ran a pilot ipplhiance IV de partment 
] 


it Keansburg, N. J 





loomed as a contender who 


may one day be neck de 


It ope ied the first ¢ 


( ep in appliances and T\ 
ff 11 Grand Way Savings Cen 
ters in Albany, N. Y. Along with apparel, it ofters 
ipphiances and T'V by Westinghouse, G- and 
Admiral. Ridgewood, N. J., will be the scene of 


the next Grand Union outlet with a= similar 


department 


Counterblows can be struck against big-outlet 
competition, dealers feel, but unemployment, 
with its drain on purchasing power, is a low blow. 

Last month, Long Island recled under defense 
sudget restrictions which brought wift decline 
Defense layott cttled out 
in September it 2,740. When the final tally for 


5000 detense 


in pul hasing powe! 


en Island plants was added up, 
ind the state had a task force 
racking its brains for a solution. Pockets of un 


OrkKe!l WCTC ioble 


cmployment appeared in Bridgeport, In Boston 
ind Buffalo it was too early to assess the picture 
Ihe psycholoy ical effect of layoffs is instan 


tancous, far exceeds the impact of actual figure 


As for products, refrigerators seemed to be 
pecking through to sunlight after a long night. 


In Patchogue, Long Island, one trong made 


p ndent illed September ver good for re 
frigerator Better this fall than the spring. 
Combinations are going particularly well.” In 


Philadelphia and suburbs an identical report 
vas forthcoming. While in Washington, Albany, 
Boston and Poughkeepsi they wer 
market 

Out in’ Kast Northp t, Long Island, one 
cl nd Dishwashe have imereased ovei 
last year by 30 percent He 
vasher mventory Kpects next year to be a rea 
banner year. ‘The same picture held for dealers im 
Newark, Red Bank and other points in northern 
ind central New Jers In Washington dish 


( lin ; well 


i) a Stich 


tocking more dish 


washer sale wer quite od md di poses 
ver elling equal! vel} 

Washington ind = =Boston deal reported 
good ile of rang But in Buttal Phila 
delphia, and act th netropolitan New York 
irca range i VCTt pa modi 

W ashe till packed the by vite good 
pun h The vere the onsistent money-makel 
in New York Newark Philade Iphia, Buttalo, 
Boston, and Washington. Dr wer picking 
up steam in western New York, in Albany, Bo 
ton and in suburban N York and New Jer ( 
yuna tae is well as in Iairheld ¢ ity, Conn 


Portable ‘1'V and hi-fi continued to head elec- 
tronics product sales charts throughout the Kast 
And under a hea varrage of promoting, color 
IV wa ming along im metropolitan New 
York, New Jerse ind Philadelphia 

Unfortunately product strength did not reflect 
an improved total picture for castern dealers 
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Spurts compensated tor a generally tone) mar 
ket. Chains, discount houses and stronger ind 
pendents still needed promotional kicks to sustain 
momentum. Few if any matched Korvette’s 29 

percent gain. Most were a few points ahead or uy 
to 10 percent ahead. Even these were the isi 

lated strong ones. ‘The average dealer was close: 
to “breaking even” or “dropping five to 10 per 
cent behind.” The pattern was unbroken from 
Buffalo to Washington, from Philadelphia to 
Boston, from the Bronx to the Battery, and east 
ind west across Long Island and New Jers 


K.verybody’s hoping for Christmas. Nobod) 
buying heavy vet. In fact, many New York dealer 
have idopted 1 “sell one—buy one attitude, bein 
Cage ibout getting overloaded. Gifts and other 
idelines will get a bigger play in the Fast thi 
Christmas. On the other hand, dealers are watch 
ing for the next blow in the Masters-G-l itua 
tion. Now that the Supreme Court demed G-1 
ippeal from the Court of Appeal’s ruling, Maste: 
Mail Order Co. of Washington 1 expected to 
widely advertise G-k produc ts for sale below fau 
traded prices. In the Kast retailers wonder whethet 
fair trade is practically dead, as Masters’ president 
feels, oF heading into its final death thro If 
s0,—there go nother stable source of profit 
lor many dealers found fair-traded traff Wiany 


times braced their sagging margins 


THE 
MID- 
WEST 


By Ken Warner 





Laundry equipment continues strong 
into the fall. . . TV matches last year 
. . . Hi-fi, a leader in the cities, goes 
slower in small towns 

YICKING up the pace as they swing well into 


the fall season, Midwestern dealers are happier 


by and Jarge, than they were this time last month 


l'clevision has come along to pick up some ick 
and laundry equipment continues to rprise 
Ihigh fidelit equipment, a major factor in big 


plans for this fall 
(Continued on page 14) 


city merchan pl ng up 
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cy? 
to its promise m th | but still is no 


full ff the ground, according to smalltowners 
Laundry equipment ts the apple of the collec- 
ind this holds true throughout the Mid 


sales in washers 


tive eve, 
vest. In big towns and small 
and dryers exceed last year's figures in more way 
than on here is now a definite movement to 


the high end. according to dealer ind more and 


mo iles are in pau When they re first-time 
iutomatic buyers, we almost alwa' ell a pair,” 
i me Chicago suburban dealer Another north 
rm Iimeows dealer finds he in use the better 
price tory to good advantage im moving pall 
thes comething reasonable to the customer in 
tating “If we can deliver two at once, we can 
rive ut a better break on each 

fhat the laundry buyer ive moving to the 
high end is shown by some dealers recent expen 


line combination unit 


Combination washerryers are getting easier 
and casier to sell, and most dealers queried con 


eded them a definite “place in the sun.”’ Ruefully, 


me dealer likened his reception of the combina 
tion unit to his almost-hostile acceptance of the 
iutomatic washer some years ago. Like all trends, 
ho the high-end switch has it eptions 
rom ne Chicago dealet ustomel! from 
newly-built lower-bracket suburban homes are d 

manding lowerpr ed merchandi “Sometimes 
the une ¢ yuple et just plain strapp d,”” sa 

i suburban dealer ind ther nothing to do 


but | them the lower-priced stuff. ‘They gotta 
have it, with kids and all 

In the low saturation areas, wherever the utility 
ret up a booster program dealer ire finding 
dryet rood busines With favorable installation 
uch dealers find all but the 


ummer months capable of producing good dryer 


ites in their favor 
olum md this fall showed a surprising spurt 


High-fidelity is not yet a household byword in 


small towns. Without a eal-blast” to jump a 
market off to a start, like a tull-dre hi-fi show, 
for wmiple hi-fi remain yet a musi 
merchant pecialty iccording to small-town 
deal [his is the fourth year we've stocked 
up ivs one small town deales ind the boom 


isn't here vet here are towns where aggressive 
merchandisers have broken the log jam, and there, 
is in the big towns, the profit picture the pret 
tiest thing hi-h offer 


In Chicago, as it was last year, hi-fi is every- 
body's darlin’. For television specialists, hi-f 
mah i welcome addition to volume, but it 
of course, doesn’t match TV. When it comes to 
profit iy the specialists, it's a different matter, 
though. Vastly understating the case, one man 


ivs, in a rather reverent tone of voice It’s mice 
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h yes, it’s nice.’ For the dealers who handle ‘I'V 


d hi-fi in addition to a full line of white goods, 
hi-fi is definitely sneaking up on TV as a volume 
, 


producer, and most expect hi-fi take-home dollar 
to ey eed the ir IV prot 


Of course, all is not sweetn and light in 
Chicago, just as there are spots in the small towns 
that do not match up to the over-all picture. The 
long, wearing “rat race” is starting to catch up 
with some dealers who had settled down to 
“tough it out.” One such Chicago dealer is now 
iudibly considering throwing it all up for grabs, 
Significantly, 
he won’t give up his Magnavox fran- 


nd concentrating on furniture 
he know 
hise, though, so his eventual action will probably 
take the direction of thinning out some lines 
One medium-sized Chicago dealer who did just 
that a year ago is immensely happy with his 


decision. “We're better salesmen now,” he says 


ind we spend less time fooling around because 
ve really know our merchandise.” By cutting 
down lines, this dealer means he now only handles 
three ‘T'V line 
vith some short-line fill-ins. Plus, of course, a 
records department and plenty of traffic appli 


ice 


ind two major white goods line 


Beyond hi-fi, and the usual range of dealer 
product ome other lines are paying off for some 
mall-towners this fall. Down-state I[linois holds 
two such examples. One dealer has found himself 
a niche with dishwashers, mainly with a home 
demonstration pitch Ihe introduction of a 
portable nodel in his line made it possible. With 
1 free ten-day trial of the portable, he finds he 
can close a good percentage of the iles with 
under-counter model ble keep ten unit ut on 
trial as much a po ible. His comment My, do 
those ladies talk! For another middle-of-the-state 
ci iler ra pa { he iter it p! y\ iding i vel One 
iddition to the prohit fold. Of course, he ha 
thie idvantage of newly-available ga but hi 


ome I saw the hance and jumped in wit 


THE 
SOUTH 
EAST 


By William C. McGuire 


TV prices firm as October volume runs 


ahead of September . . . Credit still 


dealers’ worst problem 


[he general stability of television prices was 
the prime surprise, as the Southeast’s appliance 
tv business swung rather sluggishly out of a poor 
September, then began to accelerate into early 
October 

For the second straight month, a less evident 
but even more heartening note was creeping into 
the reports of a few Dixie dealers and distributors 

1 firming-up of retail pricing. ‘This was neither 
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general nor obvious—it was simply there, for the 
econd straight month 

Though machete-merchandising still exists in 
New Orleans, Jackson, Charlotte and mad, mad 
Miami, there’s evidence that dealers in Birming- 
ham, Nashville, Chattanooga and Jacksonville are 
tarting to hold the lin 
just aren't going to give it away any more’’ (Nash- 
ville dealer) . . . “weaker lines are still being 
chopped, but those of us with demand merchan- 


Samples: “Some of us 


dise are beginning to let ‘em walk” (Birmingham 


retailer). 

In New Orleans, where a licensing dispute has 
given the city more channels than it’s ever had 
(three VHF’, one UHF), TV sales are spurting. 
One dealer whose television volume is “very far 
up” has been doing his best job in the $200 te 
$350 range. Like a great many of the Southeast’, 
dealers, and not a few distribs, he has been de 
emphasizing portables because of their paper-thin 
margins—although the current manufacturers’ 
trend toward deluxing-up and pricing-up port- 
ibles will doubtless have its effect 


So far, there seems to remain a reluctance to 
ell portables on the basis of performance. As 
a result, some dealers are finding the recent price 
increases right handy for selling up to t/m’s and 
consoles. ‘The extent of the jumps 1s apparent 
from an Atlanta distributor's statement that he’s 
paying just about the same for this year’s port 
ibles as my dealers paid last year.” One Missis 
ippi dealer has split his ‘IV operation this way 
he sells portables off the floor, but concentrates 
on bigger stuff outsid 


With summer-end volume generally down, re 
tailers turned to promotions to jack it up. August 
found a three-store chain in Birmingham staging 


1 “Hog Wild” sale, with overalls and straw hats 
for salesmen, bales of hay in the stores, spt ikers 
blasting hillbilly mu i team of nags hauling an 
ippliance laden wagon it town, a dressed pig 


reposing in a freezer at h store for giveaway 


m a weight-guessing | ind a tie-in with a 
local packer for a free ham with every major and a 
pound of usage to ¢ itor. Cost after co p 
S00. Result quite essful 

In spite of activities like this, Birmingham ap- 
pliance dealers had little favorable to say about 
August-September volume in a city that has not 
uur Aunt Kate’s kitchen of late 


rie ha urt 1\ 


been as cozy a 


[his integration i retailer 


Seems when people are faced with something 
they don’t know how t op vith, thev just sit 
till. ‘The shoppers haven't been out.’ 

Ihe dealer who ran the Hog Wild ile had 
been planning to follow-up early in Se ptember 
with a Confederate-Union challenge sale between 
his store and a New J utlet. He cancelled 
out 


(n Nashville, a dealer has come up with a 
graduated trade-in promotion which has made 
him money at both ends of the stick. Using it 
with refrigerators, he offers a top-of-the-line box 
it cost for a trade-in one to two years old, and 
at various fractions of list with trades aged two 
to five, and five to seven. Naturally, there’s little 
ictivity in the one-to-two category. There’s plenty 
in two-to-five and five-to-seven, though, and used 
boxes thus come by sell for $50 to $100 with no 
strain. ‘This dealer gets happy totals as he adds 
resale to the markup (small though it may be) in 

Continued on page 16 


1957—ELECTRICAL MERCHANDISING 











Look what’s happened 
to General Electric Skillets! 


ww“ 





NEW popular square 
shape! Big 11-inch size! 


NEW —completely immers- 
ible! Wash it like any pan! 


Now you can give your customers their choice of SQUARE or 
ROUND General Electric Automatic Skillets! Round skillets 
(Models C-100, C-120) are priced from $12.95*. General Electric 


Company, Portable Appliance Department, Bridgeport 2, Conn 


Silicone 


exclusive 
removable thermostat! 


NEW 


General Electric research has just de 
veloped a radically new type of ther 
mostat. Use of Silicone permits easier 


calibration of the accurate heat settings 


needed for efficient ‘“‘controlled-heat’ 


cooking, 
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Introductory advertising 
ina big way 

TV General Electric's 

popular “CHEYENNE 


Lib 


BETTER HOMES AND 
GARDENS 


1 SO Me: AS ORR RINT Ri 


ORDER TODAY 


you'll need a big stock! 


$2125 


COVER, $3.50" 





* Manufacturer ecommended 
retau or Fair Trade price 


pew 


eh |, ge I i 


Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 
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ie 0 bh ! ised thi it thi 
vasher i 


from out-ol-busine bitie ish up j 


Hi-fi has yet to set the Southeast on fire, but 


ere and there park ive agiow A Ne ()riean 
dealer ha late] ciilal lh cit tn it and 
faken on a ma hin since | | tf a 
hide or hair of an eli -Op mom ‘ Atlanta 
retailer ha et to advertise his lin Like man 
ther he looks for a boom of sorts to materialize 
Mtl { ihmunating if ( iT tina 1) tripbutor lili 
(Chattanooga and Atlanta lke toda margin 
wit both ix px must i predict wa in 

ratta future f hifi tha t Cin 


In sddith nt I'\ 


moving generally well, while the booby prize 


washers, dryers and freezers 


pon free-standi ran Reasons f 
hatter { nn othe tt-1 pp ited and too-tn 
ment that | f built-ins a DOD 

t ist uto theo that uls of 
i i " nd qualit ly ne of th 
followed | trong price promotion hurt 
muller manufactu 'P il but usin up thie 
KCI os hat | pect 


Credit remains the average southeastern deal 


ers worst problem lhe retailer whose manutfa 
turer irc unabl { 1 him the benefits of a 
ptive real ranizat i finding it increa 
‘ly tough eddin waist th ewh ha 
| | iit of f¢ ; } 


THE 
SOUTH 
WEST. 


By Fred A. Greene 


Dealer sales decline . . . New Orleans 
volume high but prices are low . 
More dealers service only what they 


sell. 
FT HOSE pained expressions you see these da 


on Southwe { nat iles race Come from ill 
epidermec of tor tubbin 


retailer queried this month registered a decrease 
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Nearly every appliance 


in business and October's first 10 davs weren't 


much better 


th thie } | inn imp and tate 
the nost frequent reason en b 
ay of those contacted still are hop 
I t I ‘ A materialize but adh 
f ft th it of ire dwindlin n num 
I ( ine lulsa retail vho 1s down 8 pe! ent 
i that lar busine fair but pro 
hon ( t iin in the xtra busine 
| nee 
| il th noaning heard from dealet di 
tributol ) ind large are doing fairly well In 
ile ire decidedly in the miajorit 
though it’s obvious a better record wa inticipated 
W hal till too early to blame a lump in bu 
n ernment cutbacks in defense appro 
priations, we have a sneaking suspicion that thi: 
nay be a factor in time The Southwest has a 
ible number of military installation 
most Air Force, but there are a number of Army 
n ba located in the area. Cutbacks in 
ma thre lo Wig of on large ill base 
i ic host AI'B in Victoria, ‘Texa could 
the differen between profit ind lo Ther 
eems to be a mental attitude involved 
| il citizen vhen they come to realize how 
table mone ent by military per onnel can 
be, often tighten up on their own purses—if not 
he use busine ictually is bad, then because it 
may be » later on Another factor is the pr 
dominan of military contractors in the area 
notably around Dallas. Production cutbacks mean 
dre pped pel onnel and unk the local « mom 
it} ibsorb the ( peopl it too, Cal be i ih 
tant reason fe busine lui 
(on the other hand, some sections are booming 


Ihe Gulf Coast area continues to spurt and good 
business prevails all the way from Brownsville 
to New Orleans. A recent trip through Louisiana 


| 
ut thi { } Utilit fleur ( dence 


In New Orleans, dealers are way ahead of 


national sales averages. Distributors publi 
ipplaud deat ra But privat ly thy an 
t \ Oh if ut Hlow lon n these 
ut mak ip fi pl rt 
| 
\ th aust t ilk manager, whe nine 
t P ¥ QOrlean ! n a discount-glutted a 
| thought I'd seen discount selling. Lord 
N ()riean ha t ‘ thar 1 | 
1} i ( 
Ih dealer them ( il not undu 
Perhaps the big reason vhv is that not a 
single dealer remains who sells appliances exclu- 
sively Furniture is their profit line, appliances 
the volume product 
burth f of dea neem f{ 
nl i holesale mment that if h 
Cu iad ¢t a their own service A) recent 
f them would be out f the ipphanc Dusine 
bh lepend on m tropolitan ervice, concern 
thems il vith a ile and it mall profit 
Speaking of service, we noted during the tri 
vhole that more and more dealers are servic- 
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ing only what they sell in an effort to hold down 
overhead hese dealers contend that to do 
otherwise requires a large service department and 


there no assurance volume ré pair WOrkK n be 
had l'oo, as an Alexandria dealer points out 
ervice he I] keep customer happy, bring epeat 
ile nd referrals and thus afford maximum bu 
r¢ nd profits for a minimum investment 


In the northern half of Louisiana, business is 
rougher. ‘Two Alexandria dealers are getting out 
of the 

| 


" 
port, a dealer who former] 


ippliance busine iltogether. In Shreve 


had i downt VI 


location, noW 1s a one-man operation in mal] 
uburban location. He depends on old customer 
ind referrals for busine A large Sh eport 
distributor notes his sales are below a vear ago 


ind he doesn’t expect any change for th 
mainder of the year 

White goods movement generally ranged be 
tween poor and fair with laundry equipment th 
Refrigerators got son ul 


port and freezers moved fairly well in a few st 


best selling items 


I'V sales were nothing to rave about, th: 


ome pickup in color sale ime about at World 
Series time Portable ind table 


tinue to be the bellwether product 


THE 
GREAT 
LAKES 


Steel and auto layoffs help to 
dull appliance sales outlook . 
Trade-ins return a profit 


\' PHOUGH individual gan t T 
4 itte i of the great lakes region f 


{ i i 
August and Sept, little doubt remain that th 
last quarter will be lower than that of 1956 


| 1 ' 
his is due mainly t thre Vine 1 fabr 


ifin mcustri n th ica 


\ bright spot in the appliance market is ¢ olum 


bus, O., where dealers seem to be, with ax 

mui | trort, running ibe ut even wit t il 
In m to the national | t n 
( nl igh b | t t n 
thy i One dealer believe thi ttribu 
tal t thi popular rice 1957 frigerator 


mcrea ed his busin He 


that have 


ud th |‘ model. 10 cubic feet. priced fift 
ng him a lead item i 
nol ippealing to the customer Laun¢ quip 
ment ha ipped in this area with drve falling 
onsic ib] beh na Thi l duc t tiie un 
casonal drv weather in the vicinity t! veal 
i one dealer electric range CS] I} ! 
the popular price field of $200 have been selling 
fairly well, said another dealer, but high priced 
in find few taker (sas range itinue ft 
how quite a decline for many of the area dealer 
Hi-fi and black and white portables and cons ] 
etting phenomenal sale: records the ountr 
ver. are tabbed as two of the best selling item 
Continued on page 
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And they're all 


SELLING! 


At real protit-making prices, too! 
Back in Jul wi iid “New Du Mont give 
the Power to Make a Profit 


Ki August, DuMont had to increase produ 
tion to Keep up with demand! 


In September, Home Furnishing Daily reported 
that “the DuMont | at took off after it 
A | 


imntrodu 


mn October, tl DuMont ul b 


And Christmas is stillto come! 
Better climb on now! 


and tha 


B. Du Mont Laboratories, | East Paterse 





Aller 
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id gy Pee: 
Door and drawer Now, for the first time, you can display five V 
fronts snap on... different kitchens in the space of one! For the a 
without tools! first time, you can offer prospects complete flexi- i 
RCA WHIRLPOOL I mperi- bility and variation in kitchen styling. And, for 
al cabinets have an in- the first time, you can offer complete kitchens 2 
genious new hinge that ‘ s 
with the brand name your prospects know best, e 
permits the doors to be ‘ ; 
snapped on and off in want most, and buy readily. 
seconds without the All-new RCA WHIRLPOOL kitchens consist of a 
use of tools, screws, or complete standard line of cabinet shells made of 
bolts. Drawer fronts : ee ‘ : 
; steel for durability and ease of installation... 
lock into position easily, . 
positively . . . yet are with door and drawer fronts of wood for extra 


removable instantly, sales appeal. The fronts are finished in rich fruit- 














1} do with colér now! 








In minutes the gay “Carnival Color” kitchen at 
left can be changed to quiet) Traditional 
imply by napping on rich fruitwood finish 


front One color may be ul ed all ove ry, or all ac- 


cent colol ety he used on certain cabinet 











And, it’ re) imple to mix and match everal 
colors as in this two-tone decor. There's infinite 
Variation . and the fronts may be changed 
any time actually, it’s easier to restyle these 


kitchens than to rearrange living room furniture! 


wood and limed oak plus popular pink, yellow, ree ee ee er } 

’ ‘ . , : . | Kitchen Division 

and white for dramatic styling... and are easily | Whddeised Cassecctinn, ‘Ot: Sueesiy: Wkdiews 

: interchangeable for infinite styling variation. ; Please rush me complete information about the new RCA WHIRI 
J Mail the coupon now for complete information ; Oe MTS Sw aime | 
S about the most saleable, most profitable kitchens NAME | 
’ ever created ~« RCA WHIRLPOOL kitchens! | FIRM NAME TITLe 
FIRM ADDRESS | 

| CITY, ZONE, STATE 
| 


f essiheciianiimnedis eidseiiaabieeeemcunclagastiaatianataiamaaditidnas 


: Re) Whirlpool KITCHENS 


RCA WHIRLPOOL Home Appliances 
Products of WHIRLPOOL CORPORATION St. Joseph, Michigan 








There's nothing so powertul as an idea | 
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Ihe editors of Better Homes & Gardens have an uncanny ability to — 
latch onto exciting new ideas and turn them into nation-wide trends 


Ihat because they know what kind of ideas their home-and 


family loving readers want— often before their readers do 


lake the Family Room, for instance. A few years ago hardly 


tj watt ee 

ah ip « 
inybody even knew what the term meant. BH&G planted the idea . a 
in its pages. Other media took it up. Builders and manufacturers 1 
helped. The exciting result of BH&G’s cultivating of an idea is 
that today the Family Room is prac tically as standard for 


medium priced new homes as the 2-car garage! 


People get all wrapped up in the ideas they see in Better Homes 
& Gardens. And the more they read their favorite idea magazine 
the more they do and the more they buy. BH&G is a natural for any 
advertiser whose products can help families to live better. There's 
no other major medium quite like Better Homes & Gardens 
Meredith of Des Moines America's biggest publisher of ideas for 


today's living and tomorrow's plans 


/ ot America reads BHaG the family idea magazine 


4.350 000 COPIES MONTHLY 
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We expect thi Christmas to be our greatest 
in the sales of hi-fi and TV’, remarked a dealer 
“Color TV still quite slow in this area, with 
its potential just around the corner, but how far 
around the corner I don’t know’. 

Electric appliance sales in the Detroit area have 
enjoyed a general upswing in the past month 
September 14 through October 14, with the J. ] 
Hudson Company reporting a total sales increase 
f 30 percent 

Hotpoint Co. revealed its 
|2 percent in the past month, and the Browley 
Co. reported a 5 percent general increase. West 
inghouse and Good Housekeeping are also slightly 
ahead, and Federal stores claim they are “holding 
their own 

HotN’ Kold was the single Detroit firm re- 
porting a general sales drop. Their figures show 
a 20 percent decrease over the past month 

“We can’t understand it,” 


: , 
Sanders remarked this week 


sales had gone up 


firm spokesman 
We've been doing 
is much perhap mo! 

ellent sales force, and ha 


idvertising, have an ex 
offered good ‘specials’ 
this month 

Hotpoint dealers claim an improved employ 
ment situation in the Detroit area to be a majo1 
factor in sales increases 

“The automobile companics have called man 
f their people back to work, and we have defi 
nitely benefitted, although the reverse was true 
in early September. We've also instituted a few 
new promotions which should, in addition, be 

redited with helping sales.” 

Crowleys said better pricing and better adver 
tising accounted for improved sales 

All firms contacted seemed to agree on present 
onsumer-demand for certain appliances. 

Almost without exception, company spokes- 
men named automatic washers and dryers as top 
sellers. Even Hot N’ Kold, despite its general 
sales decrease, said both laundry equipment and 
hi-fi sales were “‘going quite well.” 

Westinghouse, Federal and Good Housekeep 
ing washer-dryer sales increased rapidly in late 
September and early October, and Hudson’s re- 
ports an excellent turnover in laundry equip 
ment. The only dissenting voice was the Crowle: 
Co., which reports a washer-dryer decrease of 10 
t 5 percent. They report refrigerators up 20 
0 percent, however, while other firms feel 
ales here have only stayed on a level. 

Television and hi-fi sales are on the upgrade at 
most stores, but dealers explain this is a generally 
expected autumn sales pattern 

T'V sales have been disappointing at both Good 
Housekeeping and Hot N’ Kold, but both firms 
feel good hi-fi sales makes up the slack 

lhe consensus is that while refrigerators are, 
for the most part, holding their own, electric 
ranges have fallen off in sales. Federal stores 
attributes this to the high cost of installation in 
Detroit and suburbs, and the resultant switch to 


o ] 
to 3 


Ihe unemployment situation has also been a 
tactor in the Cleveland area, causing sales to be 
sluggish In the first egght months of this vear, 
compared to a year ago, utility reports show that 
ill appliances in this area are way down with the 
exception of black and white TV, up 12 percent, 
Although the profit picture may be low, many 
Cleveland dealers still maintain an optimistic 
outlook for the future. 

A Dayton dealer sees profitable business in 
trade-ins. In the past two weeks this dealer sold 
14 used refrigerators ranging in price from $145 
to $155, age being 15 to 18 years old. “There 
was a day when we took trade-ins for the cus 
tomer’s sake and later junked them, but now 
we are getting our money out of them. ‘These 
trade-ins are being purchased by young couples 
who have moved in the area on a temporary basis 
ind by landlord 
ipartment 


onverting their homes into 


THE 
FAR 
WEST 
By Howard J. Emerson «a. 
October 


stability . . . New lines confuse prices 


Early upsets 


September 


. . Public accepts square look 


YENERALLY good busine 

qv majority of the appliance-I'V dealers in 
the Far West during the last three weeks of Sep 
tember, but October started off as what both deal 
ers and distributors call “spotty”. 

In the San Francisco-Oakland Bay Area, one 
large independent dealer says he is experiencing 
a big upsurge in “shopping”. He says prospects 
for white goods seem “befuddled” by the vari 
ances in prices being advertised since the indus 
try started clearing 1957 models. More time is 
consumed now in convincing a prospect that a 


prevailed for ad 


$198 automatic washer is a good piece of mer 
chandise in spite of the low price than was needed 
a few months ago to convince the prospect that 
the same washer was well worth $289 


A long period of steady and reasonably profit 
able laundry sales has been the business backbone 
of many dealerships for a couple of years—but 
even here, according to reports, irregular pricing 
policies plus the introduction of many 1958 laun- 
dry lines piece by piece, has made the public both 
confused and cautious, with a resulting drop in 
laundry sales during late September and early 
October. However, this condition seems tempor 
ary according to distributors’ sales records during 
the first 10 days of October. One wholesaler r 
ports his dryer sales spurted to an all time high 
for that 10 day period. Washer sales tagged along 
on this buying, but at a slower pace. 

Refrigeration has held up better than expected. 
One distributor believes that a trend to “‘realistic’”’ 
pricing of refrigerators will do much to bring 
back the public’s interest in this product. He 
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points to one model in his line, a two-door box 
now “realistically priced at $379—his dealers ar 
buying it at a rate 100 units ahead of any other 
model A dealer here attributes a fair level of 
refrigeration sales to an increased acceptance of 
the square look.” 


The World Series cleaned out all TV rentals 
in the Far West, but had little effect on sales. 
However, TV sales out here, several dealers re 
port, are holding at a level close to that of 1956 
some dealers expect to pass last vear’s fall volume 
in TV. Medium-priced consoles seem to be hold- 
ing the business up. Portables are an inventory 
problem with most distributors, a sell-up-from 
item with most dealer 

In spite of steady 'I'V sales 
hand to mouth, distributors complain, ‘They 


dealer: Ate buying 


ire keeping their inventory too clean,” one inde 
“IT could offer them 
1 trip on Sputmik and. they still wouldn't bun 


pendent distributor moan 
more than 3 or 4 pieces at a tin 

During periods of this year when dealers in 
northern California have seen business drop well 
below the 1956 level, there has been little tall 
Mostly, savs one 


dealer. because “we know the discount houses 


of discount hous competition 
have been having just about the same trouble 
During the year, the largest discount house here 
has faced competition from the expansion of two 
Mo t serous ettect 


has been on movement of electric and non-elec 


other firms into discounting 
tric hou CWiule ind those idelines and COoOnce 
ions with the higher mark up which are the 
foundation of the house’s profit structure 

But there is a more acute discount house con 
dition in the Phoenix and San Diego market 
Appliance-T'V dealers in 


both areas are witnessing the establishment of 


ireas at the moment 


“mass merchandisers” with elaborate facilities 
more than adequate parking plus diversification 
that puts them in the discount department store 
class. Dealers in both markets have lived with 
discounting for years but now face the type of 
competition that dealers in Los Ange les have been 
taking in their strides for, lo, these many years 


Whiat effect does a Fair Trade Law have on 
retail business practices? ‘This subject comes up 
again here as the fourth Far Western state, New 
Mexico, declared its 20-year-old fair trade law 
unconstitutional on Sept, 27 (other states to drop 
it: Colorado, Oregon and Utah). ‘The presiding 
justice of the Supreme Court of New Mexico 
declared unconstitutional the section of the law 
reading: “Wilfully and knowingly advertising, 
offering for sale or selling any commodity at less 
than the price stipulated in any contract entered 
into pursuant to the provisions of Sec. 1 of this 
act, whether the person so advertising, offering 
for sale or selling is or is not a party to such a 
contract, is unfair competition and is actionable 
at the suit of any person damaged thereby.” He 
declared the law under which G-E was suing 


Skaggs Drug Center was unconstitutional] 


unreasonable exercise of police powers .. .” 

Commenting on the effect of fair trade laws 
being declared void, Ralph Cassady Jr. in a re 
cent “Journal of Marketing” concluded his study 
of the Macy-Gimbel “War’ of 1951 with 
“.. , this freeing up of competitive activities in 
pricing matters will accentuate opportunities for 
those who are willing to vigorously strive for 
business and this should have a salutary effect 


on competitive intensiveness . 


(Continued on page 24) 
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OUT OF CONSIDERATION FOR SERVICEMEN WE USE 


NO PRINTED CIRCUITRY 


in our television chassis. Every servicing dealer 
knows that printed circuitry in a television chassis 
often leads to costly servicing and may also cause 
service delays. At Zenith we use no printed cir 
cuitry in our TV chassis, even though Dr. 
Alexander Ellett—the daddy of printed circuitry 





Research and Development—is head of our 
Research Department, and although Zenith was 
among the first to use printed circuitry in the 
proximity fuse. Zenith’s handcrafted standard 
circuitry in television means greater operating 
dependability and fewer service headaches. 








through his work with the U.S. Office of Scientific 


YES, IT COSTS US MORE TO DO IT THIS WAY, 
WITH HANDCRAFTED STANDARD CIRCUITRY, BUT 
IT MEANS MORE SATISFIED CUSTOMERS FOR ZENITH DEALERS 





EASIER TO SERVICE ...MORE ACCESSIBLE 


HORIZONTAL CHASSIS 


There are no screwball construction arrangements 
in Zenith’s famed Horizontal Chassis that has 
established a reputation as the finest performing 
chassis in the industry 


close in. Zenith’s Horizontal Chassis is more ac- 
cessible and easier to service when servicing is 
required —another big advantage to servicemen 


either in the fringes or and customers alike. 


WE THINK IT’S WORTH THE 

EXTRA COST AND EXTRA CARE 

OF HANDCRAFTED STANDARD 
CIRCUITRY TO GET THE BEST 
PERFORMANCE AND LEAST SERVICE 
HEADACHES AND SO DO 

THOUSANDS OF DEALERS WHO WOULD 
SOONER SELL CUSTOMER SATISFACTION 
THAN A PRICE TAG! 


Zi | 








ZENITH RADIO CORPORATION 
CHICAGO 39, ILLINOIS 
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Heres one reason why 


ENITH lV 


OUTPERFORMS THEM 
ALL...MEANS LESS 
SERVIGE HEADACHES 








% /\ e ae OY 8 i a — eg 


A ae Ee 


the FRreoyalty of ‘T’elevision 





Backed by 38 years of leadership in radionics exclusively. Also makers of Radio, High Fidelity Instruments and fine Hearing Aids 


The quality goes in before the Zenith name goes on. 
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There’s a Flex-Vent’ Kit 
for every dryer model 
and every possible installation 


Show your customer how lint, heat and moisture 
can be vented from his dryer easily and quickly 
with a Flex-Vent Kit. 


Look at these features... 


@ Gleaming white fiber glass ducting that is lightweight. 
flexible, easy to keep clean—matches all dryers. 


—— id 
ee. ee ee 





@ All-aluminum vent hoods 
will not rust—are weath- 
erproof and foolproof 





@ Easy to install—by your serviceman or your customer. 
@ Minimum of stock to fit all dryer models 


@ Accessories make any type of installation easy and 
practical, 


@ Filex-Vent is the only complete dryer venting line 
available, 


@ Assure customer satisfaction. 


Gennes J 



























Transparent Plastic and 
Aluminum Window Plates 























‘ Adjustable Window Plates ’ 


Venting through windows is easy and makes a really neat 
job with transparent plastic window plates, aluminum 
window plates, or adjustable window plates for temporary 
installations ... all a part of the complete Flex-Vent line. 


Offer your customers the best in by all leading dryer manufacturers. 
dryer venting equipment. Remem- For more information write us di- 


ber, it’s the one complete line for rect to Dept. 8N, Flexible Tubing 
all types of dryers that is approved Corporation, Guilford, Conn. 


Flexible Typing 


CORPORATION 


GUILFORD, CONNECTICUT © LOS ANGELES 64, CALIFORNIA 
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CANADA By M. L. Schwartz 


Fall business shows a turn for the bet- 
ter... Hope for color TV . . . Dealers 


fear clampdown on imports from U.S. 


are and early October iles of electric 
ranges, washing machines, vacuum cleaners 
ind other appliances picked up so much in many 
ireas that dealers prepared for an even bigger 
October-November boost, planning more and big 
rer ads to reap a larger harvest 


“We counted on a good general pickup during 


September but it’s been terrific,” confided a top 
level official of a department store in Montreal. 
A dealer in Quebec City found his promotion 
worked well this September but, as he put it, “we 
pushed things a bit with sales.” A large dealer 
in Ottawa described the appliance sales pickup 
in September as “excellent.’’ Another Ontario 
dealer claimed September sales dollarwise for 
major appliances jumped up approximately 30% 
over August and so far was his biggest month 
this year 

But, amidst this splurge of business, there was 


a common complaint from dealers in several 
widely separated regions against some ads by 
bigger dealers offering “‘specials’’ and smaller 
dealers are voicing strong objections, pointing out 
that costly or double-page ads with such “specials” 
have been all too frequent in recent months. ‘Thus, 
one large organization offered goods “way below 
original factory selling price’’ and another big 
tore advertised all goods “At Cost’ (words 
printed 4 inches high in newspaper ads) plus only 
5% salesman’s commission 

Aside from this complaint, recovery from the 
summer slack has been remarkably good and most 
dealers expect fall business to be generally beyond 
earlier forecasts despite some pockets of unem 
ployment, a slow-down in house construction, a 
wheat marketing crisis, and other deterrents. 

Pressure on the Canadian Broadcasting Corp. 
to drop its present wait-and-see policy on color TV 
may turn to the advantage of dealers. Canadian 
producers’ domestic sales of T'V sets are down to 
only 189,384 units in the first seven months this 
year from 249,126 in the same period last year, 
though more T'V stations are operating, more 
Canadians are viewing programs, and more radios 
ind record players have been sold than last year 
Eleven of 22 TV set manufacturers in Canada are 
said to be planning layoffs starting in October, as 
1 result of which the United Electrical Workers 
Union wired the Canadian Government urging 
action on the part of the CBC to bring on color 
TV in order to create markets for sets as well as 
prevent mass layoffs in the industry. 

(Continued on page 30 
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HOME LAUNDRY 


PAYS YOUR PROSPECTS 
TO VISIT 
YOUR STORE 
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Hotpoint Super Deluxe 
Automatic Washer 
MODEL LWW45 
with WONDERINSE 


Staley’s 


world! Made by A. E. Staley Mfg. Co., one 
of the nation’s biggest grocery-store merchan- 
disers. 300 Sta-Puf salesmen will promote 
the $100,000 WONDERINSE CONTEST to 
super-markets during October and Novem- 
ber, and will arrange for tie-ins and displays 











Sta-Puf. 


the largest-selling rinse additive in the 





now in progress... 


‘00,000 National 


created for 
€ 





WONDERINSE WASHER 


... featuring Hotpoint’s new, exclusive automatic 
clothes conditioning system—now even more versa- 
tile, more convenient than ever! 

The 1958 Hotpoint WONDERINSE unit automat- 
ically injects just the right amount of softener into 
the final rinse . . . holds a full quart of liquid softener 
... has an indicator that shows at a glance the exact 
amount of liquid in the reservoir . . . is 
easy to refill... and uses a variety of 
popular conditioners, such as Sta-Puf. 
WON DERINSE makes a difference in 
4 washing results that’s easy to demon- 
strate, easy to see, easy to sell. 

And it’s yours—exclusively—with 
Hotpoint! 


a) 


ee 





* for this Lebel 
“aed HOTPOINT 


” ho tan 4 

5 
100,0 
WONDERINSE Conresy 


— wee 


* am « 
ry me. 


featuring both HOTPOINT HOME LAUN- 
DRY and Sta-Puf. 

3,000,000 bottles of Sta-Puf will be sold 
during this contest. Every bottle will carry 
the special Contest Entry label—and every 
label directs the customer to their HOT- 5 
POINT DEALER’S STORE! rae 
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Consumer Contest 


Hotpoint Dealers by 
WONDERINSE WASHERS and Sta-Puf. Rinse Additive 


a ONE MILLION DOLLAR promotion featur- 
ing $100,000 worth of 1958 Hotpoint Home 
Laundry prizes. Hotpoint actually pays your 


prospects 50O¢ cash to enter the contest— 
and they must go to your store to submit entry 
and collect their money! 


HERE’S HOW IT WORKS: 


ay J 

EN wae 

\. - a. | a ‘ a yg , 
‘gs | y : ap : wi \\ ‘ia 





f 
up va 





1. HOTPOINT and Sta- 
Puf are advertising and 
promoting this contest 
in all national media— 
magazines, network 
TV, spot radio and lo- 
cal newspapers—from 
October 1 through De- 
cember 14, 1957. 


2. Contestant buys 
bottle of Sta-Puf— 
available at 98% of U.S. 
grocery stores—for ap- 
proximately fifty cents. 
Sta-Puf label contains 
entry blank and jingle, 
and directs her to 
HOTPOINT DEALER. 


3. Contestant goes to 
HOTPOINT DEALER 
with completed entry, 
gets WONDERINSE 
demonstration, and re- 
ceives fifty cents cash 
from the DEALER for 
coming in and enter- 
ing the contest. 


4. The HOTPOINT 
DEALER turns in the 
eritry blanks each week 
to the Official Contest 
Redemption Agency, 
and HOTPOINT 
promptly refunds the 
full fifty cents for each 
entry to the DEALER. 


5. The contestant may 
win a beautiful 1958 
HOTPOINT Washer. 
Or, if she purchased a 
HOTPOINT Washer 
during the time the con- 
test was in effect, she 
will receive a matching 
Dryer instead, 








HERE'S HOW HOTPOINT 
HELPS YOU TIE-IN: 


*%* IN-STORE “CONTEST HEADQUARTERS” 
DISPLAY 


* WINDOW AND WALL BANNERS 
*% POINT-OF-PURCHASE MATERIALS 
* ADVERTISING AND PUBLICITY 


* COMPLETE CONTEST PACKAGE 








* LOCAL NEWSPAPER CAMPAIGN 


* SUPER-MARKET TIE-INS 


~90¢ HortpoinT Hone , Hy 
“creased sales pote! 
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HERE’S WHAT THIS 
PROMOTION MEANS TO 


you! 


..- HOTPOINT DEALERS get FREE store traffic and the 
chance for product demonstration on selling floor! 


... HOTPOINT DEALERS get names and addresses from 
entry blanks for mailing and follow-up lists of hot prospects! 


.» HOTPOINT DEALERS get full advantage of super- 
market traffic for local tie-ins with contest! 


ry Backs YOUr 
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a complete step-up line of 


Automatic Washers 


...to help you sell every prospect 





Short, sweet and complete—that’s Hotpoint’s Automatic and performance features for which Hotpoint is famous. 
Washer Line for 1958! It’s feature-planned for easy step There’s an equally complete line of Hotpoint Automatic 
up selling, price-scaled to meet any budget. And every Dryers to help you sell Style-Matched Pairs, too! Step 
mode! offers an impressive array of outstanding quality up your Home Laundry sales with Hotpoint for °58. 
Hotpoint . Hotpoint Deluxe 
Automatic Washer . Automatic Washer 
Model LW43—Two-Cycl« Model LW44—Has all the fea- 
Washing, Pushbutton Wash >» tures of the LW43 plus Pre- 
Temperature Coaxial Trans Selected Wash Time, Pres- 
mission with Five-Year War sure Fill with Partial-Load 
ranty, All-Porcelaininsideand Control, New Built-In Lint 
Out, Jet-Spray Rinse, Deep Filter, Filtered Overflow Rinse, 
Overflow Rinse, Automati: Choice of Rinse Water Tem- 
Sediment Swirl-Out, Stylized peratures, Lighted Back Panel, 
Back Panel, Lid Shut-Off ——4 and Color-Styled Red Agitator 
———— 
— Switch, Clothes Guard, Op . _ os Model LWS44—Has al! the 
erating Instructions Fused in — features of Model LW44 plus 
’ Porcelain Inside Lid, and new the economical Suds-Stor 
CLEAN-LINE STYLING Automatic Water Saver 


CONTEST IS OPEN THROUGH DECEMBER 14, 1957 
SEE YOUR HOTPOINT DISTRIBUTOR ABOUT THIS TRAFFIC-BUILDING PROMOTION—TODAY! 


Hotpoint Super Deluxe 
WONDERINSE Washer 


Hotpoint Combination 





Washer-Dryer 


Model LWW45—Has al! the 
™~ aa features of the LW44 plu 
gentle Rubber-Finned Aqua 
tator, Deluxe Control Housing 


Model LY1—Complete home 
laundry in one space-saving 
unit. Washes and dries in one 
continuous sequence of op- 


and Cabinet Trim, Fluores erations. Merely load the 





cent Lamp, Color-Lighted clothes, add detergent, set 


Pushbuttons, choice of eco the convenient controls for 
nomical Cold Water Wash 
and Automatic Wonderinse 
Injection 

Model LW45—Same as 
LWW45, but without Auto 
matic Wonderinse Injection 


the required washing and 
drying, touch the Master Con- 
trol Button and the “Combo" 
does the rest—automatically! 
Can also be used as a Dryer 
only, or as a Washer alone. 





LOOK FOR THAT 


oo DIFFERENCE 


i ( your _ Cub lowers do | 


il 


Mi 


Uve BETTER 


“Cormyee™ 


ot 


Automatic Washers + Clothes Dryers - Combination Washer-Dryers « Electric Ranges « Refrigerators - Food Freezers - Air Conditioners - Customline + Dishwashers - Disposalis® 
Water Heaters + Television « HOTPOINT CO. (A Division of General Electric Company), CHICAGO 44 
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Coming events 


cast a | Y 
Another 
dramatic 
achievement 


in 
TV design 


and 
merchandising 


SVIVANIA 


Watch for the exciting 
announcement from your 


SYLVANTA Distributor 


















Belden 


i bree , . ‘ 
A ORDS 
17 ; ry 








Available in 36”, 

. 54°, and 72” lengths 
‘ See your Belden 
Distributor 


Magnet Wire * Lead Wire * Power Supply Cords, Cord Sets and Portable Cord * Aircraft Wires 


| Welding Cable * Electrical Household Cords * 
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SAFE-FLEXIBLE- 
EASIER TO INSTALL 


Belden 


RANGE CORDS 


Restyled for easier application and 
economy! Belden Range Cords give 

you the easy, permanent, trouble-free 
installation that satisfies your customers, 
No costly service calls! Typical of the 
quality in the Belden complete line of 
household cords. 


f+ S44 


BELDEN MANUFACTURING COMPANY 
4675 West Van Buren Street, Chicago, Illinois 


IF IT'S WORTH A SERVICEMAN'S TIME 


IT’S WORTH A BELDEN CORD 





Belden 


WIREMAKER FOR INDUSTRY 


SINCE 1902 
CHIcaGo 





Electronic Wires * Automotive Wire and Cable 
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(continued) 


It is no secret that many Ca- 
nadian dealers are alarmed by the 
drop in TV business. It is also no 
ecret that a top man of the CBC 
has hinted that the Canadian pol- 
icy 1s to wait-and-see on color TV 
He has warned that color TV sets 
cost much more than _ black-and- 
white sets and programming costs 
would jump some 25% in Canada. 

Canadian retailers may soon find 
they can no longer obtain U.S. 
appliances to sell. Although im 
ports of refrigerators, home and 
farm freezers, and others are lower 
o far this year, Canadian officials 
iy washing machines and other 
ippliances are moving into the Ca 
nadian market at a faster pace, 
with the point being that most of 
the U. S. supplies are cutting heav- 
ily into the Canadian manufactur 
er’s share of the available market. 
With a strongly protectionist ad- 
ministration now in Ottawa, deal- 
ers feel that no long-range plans to 
handle imports can be made. 

As instances of what is happen 
ing in the Canadian market this 
year, it is pointed out that while 
refrigerators are not being im 
ported in as large quantities this 
year as last, still these imports are 
equal to almost one-third of the 
sales of Canadian producers. Im 
ported washing machines are equal, 
too, to no less than about 12% 
of the sales of Canadian producers 

In fact, there is strong support 
for the views expressed by the head 
of the Canadian Electrical Assn., 
R. D. Harkness, who is also presi 
dent of Northern Electric Co., 
Ltd. “In 1948, the percentage of 
total imports of electrical good 
into Canada in relationship to con 
umption of electrical goods was 
ibout 15%.” he said. “By 1956, 
the proportion of imports had in 
creased to . >. with some prod- 
uct lines showing even larger pro- 
portional increas 

“When we observe that imports 
of electrical goods into the United 
States represent only about one 
quarter of | of the value of ele 
trical goods consumption we can 
ee how potentially dangerous for 
the electrical manufacturing indu 
trv in Canada is this rising trend 
of imports,” he pointed out 


End 
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Dormeyer is First Again! 


WITH THE ONLY 


5-Year Guarantee on Power lools 


DORMEYER \), MA 


Golde WAANIANIA 











The Dormeyer Golden Crown Guarantee... against defective workmanship or 
material for a period of five years on any one of these great Dormeyer Power Tools! 










Dormeyer “%"' Drill 
Model 5-2202 


Dormeyer '2"’ Drill 


Model 5-5201 Dormeyer Sabre Saw 


Model 5-8000 





See your Dormeyer salesman 


get the complete facts now. Cash 





in on this powerful sales tool, 
You can sell Dormeyer with 
guaranteed confidence, because 
your customer can use Dor- 
meyer with guaranteed confi 


dence. 
Dormeyer Saw 


Model 5-7200 Dormeyer Orbital Sander 


Model 5-4100 


Power Tool Division 
Chicago 10, Illinois 
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ALL-TRANSISTOR RADIOS 


WITH ‘‘COME CLOSER” LOOKS 


AND “‘TAKE-ME-HOME”’ TONE! 


The way folks go for transistor 
radios is the biggest thing that’s 
happened to radio sales in years. 
And nobody —but NOBODY — 
has a transistor line with greater 
appeal than Arvin. 

Unlike many manufacturers, 
Arvin uses only premium qual- 
ity, high-output transistors in 
all models. Their engineering 
excellence, their ‘‘come-closer’’ 
looks, and their ‘‘take-me- 
home” tone make these Arvin 
all-transistor radios fun to dem- 
onstrate and sell! 


2 Pocket-Size 
Peak Performers 


Designed to get you a lion's share of 
the big new demand for hands-free, 
carefree listening! Each weighs less 
than a pound. Thumb-knob tuning; 
automatic volume control; one long- 
life battery; pocket 
clip that serves as 
easel support; distinc 
tively styled unbreak- 
able plastic cabinet 
Earphone accessory 
extra. Model 8576 
(large illustration) 5 
transistors— black or 
turquoise, $44,.95* 
Model 9577,6 transis 
tors— ebony, Siamese 
pink or off-white, with 
gold trim, $64.95* 





WANA 
QW 


TLL ATT 
VAAN 


Unbreakable Case — Unbeatable Valve. Six 
lifetime transistors in a lifetime cabinet of 
Arvinyl-on-Aluminum. Stays fresh-looking, 
unmarred, unacarred through years of use 
Planetary drive, Printed wiring. Off-white 
or tan, gold trim. Model 9574-—-§89.95* 


Double Pleasure—7 Transistors. With exclu 
sive flip-ewitch dial, this clever Arvin is 
both a stunning home radio and a super 
powered portable, Battery life? A_ dealer 
ran one non-stop for 2380 hours. Printed 
wiri In British tan or brown alligator 
Model 9562 $79.95" 
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NEW! Arviny!-on-alumi NEW! Fresh appeal for eye NEW! Quality throughout 


num case of mar-proof gray and ear! Luggage-type cab- Lifetime Arviny! cabinet in 
tweed plastic over unbreak inet with leatherette cover red or turquoise leatherette, 
able aluminum. Magneten- in green or light tan. Shoul- with gold trim. Magneten- 
na in handle. Tops in style der-strap included. Model na in handle. Model 8573, 
Model 8571 $31.95" 8572, $39.95° $34.95* 


*Suggested retail prices for Zone 1, less batteries. 


NATIONALLY ADVERTISED 


Electronics and Appliances Division 


Arvin INDUSTRIES, Inc., 


Columbus, Indiana 


Arvin also makes Portable Electric Heaters, Electric Fans, Car Heaters, 
Ironing Tables, Al!-Metal Leisure Furniture and “‘Charky’’ Grills 





THE LOUDSPEAKER 


l'o the Editor: 


Bill Courtenay, Farm Journal 
director of electrical industry rela 
tions, came up with the story of the 
farmer with the million dollar pai 
roll 

lhis farmer lives in up-state New 
York, runs an all-electric dairy and 
poultry farm, uses 26,000 kilowatt 
hours of electric power a year. 

With a quich credit to a Gen 
eral Electric engineer who told Bill 
that the average manual laborer 
daily output of energy is equivalent 
to 35 watts of electric energy, Bill 
figures go this way 

35 watts per hour x § hours per 
day x 240 days a year equal 67 kwh 


That’s one man. It would take 


388 men to put out 26,000 kwh 
You're lucky if you can hire a good 
man on the farm for $250 a month 
It would take $1,164,000 to hi 


55 men fora yea 
But at 2¢ per kwh, this New 
York farmer is paying out onl 


$520 a vear for the electri powe! 


that doe ; men’s work. Obvi 
ously, then, he thead $1,163,480 
Who savs the farm market isn’t 
rich? 
Vern n Vine 


Director of Editorial Relation 
FARM JOURNAL, 
Philadelphia 5, Pa 


lo the Editor: 


I alwa en} the back page ed 
torials in Enecrrican MErcnHan 
DISIN¢ but I think October 
Don’t Kill the Horse hit a new 
high. | thorough enjoyed ré ding 
it and if make 1 lot of sense I'n 
ure that a lot of distributors w 
1 what you have to 


iv. Congratulations and keep 


Iixecutive Vice President 
MOTOROLA, INC 
( hi vO, | 


oA 


OAS TERY 


| DON’T CARE HOW MUCH FLOOR 
SPACE YOU SAVE, MYRON TEAR IT 
DOWNI”’ 


Cirereeeeeate 


= = 


ye aey 
Slee 
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Here, Ken Wilkins foints out sales features of a 
new product to Mulhern Salesman Hal Askland 
(Note window display of electrical appliances in 
background.) Handling a wide variety of brand 
name appliances on a day-to-day basis gives 
Graybar Salesmen an intimate knowledge of 
product lines, and makes them a valuable source 
of sales information. 









































\ 





‘ : Giving a dealer's salesman a helping hand in 

changing a display to feature summertime items 

Working out a special Mother’s Day promotion sales. Like most Graybar Salesmen, Ken util is another of the functions of Graybar Salesmen 
a task for Graybar Salesman Ken Wilkin izes his promotional background and appliance like Ken Wilkins, Shown here are some of the 
and appliance dealer Jack Mulhern. Close co sales experience to advantage in planning first traffic building fans, mixers, broilers and iron 
operatic the keynote to greater appliance rate houseware promotions with his dealers, featured at Mulhern’s Appliance Company, Bell 


ingham, Washington 


“Graybar has been giving us the service 
“ weve needed for 21 years” 


; ¢ 
\. J SAYS: JACK MULHERN, Owner, Mulhern's Appliance Company, Bellingham, Washington 





eeeeneeveeeveeeeeeeeseseeeeeeeeeeeeeeeeeeeeeaeeeeeeeeeeeeeeeeeneeeeeeeeeeneseeeeeeeeeeneen eee 


maintain a well-balanced inventory of cooperation and we value their well-in- 


brand name appliances. And it’s equally formed advice about products, prices and 
“The extent of service provided by sup- important that we can depend on emer- promotions. This type of information and 
pliers is our buying guide. That’s one of — gency deliveries of electrical housewares assistance goes a long way in building 
the reasons we’ve been doing business when necessary. Graybar has always sat- volume traffic. 
with Graybar since 1935, isfied these prerequisites. “Rendering this kind of service is the 
Sellingham is ninety miles from our “Moreover, we like the calibre of Gray- best assurance that Graybar and Mul- 
prime source of electrical merchandise, bar personnel. They help simplify our  hern’s will be doing business together for 
Seattle. It’s vitally important that we _ selling job. We appreciate their close many years to come.” 677-411 






Your Customers WANT the popular appliances... 


GRAYBAR ELECTRIC CO., INC 


Executive Offices 
Graybar Building, 420 Lexington, Ave., New York 17, N. Y. 


In OVER 130 
PRINCIPAL CITIES 
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WITHOUT AN EQUAL 





~ - 4 
ee a Bok -Tek 
MINIATURE HI-TONE TAPE What's W With 
° + 
% Smallest * Lightest * Really Portable Appliances-TV? 
5 . 
* True Fidelity *« Jampr # 
y 4 P oof Full Profits By the McGraw-Hill Dept. of Economics 
Never has a tape recorder offered dealers so FrPageseegc igeth-ebes ee ae oe 
ivi ll VCal d i¢ ilii¢ nec, ippilan iit 1bAve ccn 
many selling features! The Geloso! has no com- lagging ind only with a tremendou sarge in the last quarter 
in they even attain the leve Or last year hus, th juestion 
petition. It’s the smallest (52 x 5% x 97), ligntest seer Si — ee ee 
ippiHanc HlarKe 
(7¥2 |bs.), yet it records music or voice with the R Mf course, there is n Py rua me “= rains 
iere are many reasons why apphance either se or dont sell 
true fidelity of much larger and more expensive ee ee ee ere ee ee 
peen lappening to inventor an competition 
units. Here’ acelal 
es you Oppo t ly to take advantage KEY FACTOR. One of the kev factors in the ipplian € pi 
of the new markets this truly portable offers: ae the — hydrate in popertion Appliance pro 
au On in i peroc 0 LISI Cxpall 1On ld rischi more t lal 
doctors, clergymen, lawyers, educators, sales- — — aes tion 1 dyes 7 in a period of busines 
decline appliances have dropped more than total manufacturers’ 
men, entertainers, lecturers, businessmen, etc., = ) , | | 
ut these violent swings in production ha not t iown 
and it may be used at home, in the office, or in canada are Renee easing. egies ca 
durables production has been acting like a yo-yo, the mnsumer 


te | oa anywhere. Parts and service in all major has been plodding along making his purchases at a remarkably 


steady rat 


markets. Complete with ultra-sensitive micro- It is true that total consumer durable goods sales have risen in 


ome years and dropped in others. But this is because autos are 
el ale) al-y tape, take-up reel, Lalo mere) aele\ e-lammalalicis ilso included in this category. When autos are taken out 
onsumer durable sales show a remarkably stal el of con 
carrying case. umer spending. ‘Vhis stability stands in marke trast with 
G =a Ml e}-Je) 7 the fluctuations in output 
$179.95 retail ” 
NOT SO BIG A SWING. In the past fi nsumer 
durable sales (excluding autos) have been very closely tied to 
income. Quarter by quarter since the beginning of 1952 con 
umer durable sales as a percent of consumer income after taxe 
have never varied more than 0.3 hus the range of durable 
iles has been from 6.6 of di po ible income to 6.9% 

Wh f sales appear to be so stabl ire there such lar: 
fluctuations in production? One reason which is obscured by 
the figures is that the ippliance market” covet ich a great 

riety of different goods. So, even if it is true that consumer: 
have spent a fixed proportion of their income on these goods, 
there has been considerable shifting among the kinds of 


ippliances they buy. And the problem facing the manufacturer 
When will the consumer start to shift his preference? 


OVER GOES THE APPLECART. When th sumer stop 
buying a particular appliance and turns to anoth the result 


i 
bly with little warning 





is a rapid pile-up in inventory—and pt ybal 
(his has recently happened with TV. Even th ugh TV produ 
tion has declined almost steadily since the end of 1955, produc 
tion until recently has still been outrunning consumer demand 
l'hus, stocks of TV sets on the hands of manufacturers and deal 

more than doubled between the middle of 1954 and the end 
of 1956 

Sharp cutbacks in TV production were ordered earl thi 


see your Geloso distributor today 
year. But only in the past few months has this proved effective 


or write to 





Samuel J. Spector, president in cutting down inventories. By the middle of this year stocks 

AMERICAN GELOSO ELECTRONICS. Inc. were down 20 from the beginning of the year 
rs ont . . Continued o1 ive 36) 
112? Seventh Ave.. New York 1, N.Y . 
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BEAT [iE PROFIT SQUEEZE 


or The Secret of the 
Vanishing Profit Margin 


We hear many complaints in the trade about the shrink- 
ing profit margin in appliance selling. More and more 
dealers are looking toward lines that give them the 
opportunity for full margin—and that is exactly what 
Blackstone offers you. Consider the advantages of a line 
that you can sell on a quality basis—and at the same 
time earn full profit margins! 


Blackstone has the quality you can 
sell at full margin 


The entire Blackstone line has advanced design, soundly 
engineered construction and excellence of workmanship 
that lets any salesman worth his salt go to work. Show 
prospects the stainless steel, inside and out, on a 
Blackstone. It’s more than just pretty. It’s serviceable, 














stain-resistant, rust-resistant, chip-proof, lasts longer. 
Point out the tangle-free, tapered tub design of a 
Blackstone, its infinite temperature selection, its basic 
worth as a sound home investment. Above all, bring out 
its efficiency in washing clothes clean and sweet—with- 
out re-use of any water. And don’t forget to stress the 
serviceability of Blackstone — with the lowest service 
cost in the industry. 


Blackstone helps you sell to the top, too! 


A well-balanced line (without large inventory) makes 
trade-up easier when you sell Blackstone. Each model 
has high margin without price padding. An exclusive 
franchise protects your sales area, and there’s plenty of 
hard-selling sales material to help you and your sales 
force make sales. 


distributorships and dealerships available 


clip this coupon for further information 





BLACKSTONE CORP. DEPT. D2 1111 Allen Street, Jamestown, New York l 
Show me how I can make more money with Blackstone | 

Blackstone | « 
: Company | 

America’s oldest washer manufacturer | pe Oe ae a 

SINCE 18741 ¢,, minis ! 

brew anmmanaren aban char aranasenusenenabenanaibauenenen 0 ane GD aD GD eas a ee cD ee 4 
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MODEL CE-316 
58 All Gtee' 
Trimmer Type 
Rotary 





MODEL TO-170 
24 Reei Type 
Riding Mower 





i 


hs 

MODELS CA-116 

C8-620 CC-224 
16°—20°'—24 


Seif Propelied 
Reel Type 


) 
ety 3 / 
momentos | 


Trimmer 
Type Rotary 


4 






gait 


; My € % ‘ 
i MODEL CH-422 ; \ 
“ar “LA 
All Steel ¢ { ol: Say 
peed Trar mn 7] 

MODEL CU-324 MOOEL RA-140 
24’ All Gtee! 30” Reei Type 
Riding Rotary Riding Mower 

with 4 FP 
4 Cycle Gas 
Engine 


In 1958... to sell 


every power mower prospect! 





& i . oo 

‘i, 4 a > 

wn Sie - wot 

vie ye 
Built to sell tay sold and cinch every sale. Competitively 
bring profit to the dealer . priced to meet and beat com- 


that’s CERTIFIED for 1958. petition and packed with qual 
Here is a complete line of power _ ity. Sell CERTIFIED in 1958 
mowers in both reel and rotary and you too can make real 
models walking or riding to _ profits 


MANUFACTURED BY 
WESTERN TOOL & STAMPING CO 


“W 1's Largest Producer of Power Lawn Mower 


2725 SECOND AVENUE «+ DES MOINES 13, IOWA EM-2 


WRITE TODAY FOR THE COMPLETE CERTIFIED PROFIT LINE STORY 


Se 
SENSATIONAL 


\ > a, 
yy Ld nb oe 


MODEL FA-268 MODEL FA-260 MODEL FA-261 
MODEL Pa-2680 22° Retery 2) Roetery @ Edger- 
Power Arm Mower Craesia Titer Chassis Trimmer Crasete 


nh attachment 
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ECONOMIC CURRENTS (continued) 


EFFECT OF NEW PRODUCTS. One of the big reasons fo: 
i shift in consumer preference 1 the introduction of new and 
improved products. Consumers have been quick to purchase 
those new products which offer convenience or more comfort. 
\ir conditioning is showing such large year-to-year increases that 
it is well on its way to becoming one of the top-volume lines. 
Built-in ranges have caught the consumer’s fancy and sales 
this year will probably top last years. Other items such as 
electric frying pans and steam irons have also been doing well 
while older types of appliances have been sagging. 

[here is no way to eliminate this competition among the 
different appliances, nor would eliminating it be good for the 
ippliance business: As long as both new products and im- 
proved lines of familiar appliances are produced, they will con 
tinue to attract consumer attention. Unchanged older lines 
vill suffer. But the important point is that consumers seem to 


buy appliance at a steady rate—as long as they have the money 


ind there is nothing in the near future to indicate that they 
von t 
Ihe inventory picture meantime appears to be correcting 


itself. It seems clear that inventories are already becoming kk 

f a problem because several manufacturers have already an 
iounced that their fall lines in washers, dryers and ‘T'V set 
vill have higher price tag And these are exactly the line 


vhere recent production cut have been most pronounced 


PICKUP AHEAD? In the next few months production is likely 


up once whole sale ind manutacturing inventories are 


ick 

ought imto lhne If consumers go on pe nding a stead per 
centage of their income for durables, then the present rate of 
production is not going to be high enough to meet consume: 
demand End 



































NEVER MIND THE THEATRICS BENSEN 
JUST SELLI’ 
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-WAY COMBOS 


MODERN 


WALNUT 


* TRADITIONAL * MAHOGANY 
- LIMED OAK 

> PROVINCIAL prema 

* CHINESE - EBONY 


Model No. KDII9W \ 





MORE STYLES! MORE FEATURES! MORE PROFITS! 


Sell from Olympic’s hi-fashion stylings that meet all Sell Hi-Fi TV with 3-D, the new Olympic “exclusive Sell more, profit more, with the industry's most suc 
your local customer preference Modern, Tradi that adds Dynami Definition and Dimension to cessful pricing-merchandising formula and widest 
tional, Provincial, Chinese' Sell from a complete r'V sound! Hi-fi TV hi-fi AM/FM radio plu variety of model that gives you a free hand to 
«lection of decorator cabinets in genuine fine furni hi-fi 4-speed phono Sway fun all in one for meet competition and win top profits! Plan your 
ture woods Sable Walnut, Limed Oak, Mahogany the price of TV alone!” High-fidelity multiple 


sales for profits you will keep, with Olympic’s con 
ind Maple, plus Ebony-finished Hardwood! peaker sound system, power transformer chassis! umer-tested, premium value combinations! 


THE INDUSTRY'S MOST COMPLETE COMBINATION LINE! 


"| 


Model No. KH406B Model No. KDI20M Model No. IKBBBP Model No. KDIIOC 


q) Ti much more! Call your Olympic Distributor! 


World's Leader in Combinations ¢ TV © Radio © Hi-Fi © Air Conditioners * Olympic Radio & Television, 34-49 38th Avenue © Long Island City 1, N.Y 
AS ADVERTISED IN: LIFE + SATURDAY EVENING POST + LOOK * HOUSE BEAUTIFUL * EBONY + N. Y. TIMES MAGAZINE 
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Your money tree grows faster with a 
Westinghouse Custom Kitchens Dealer Franchise 


Big Profit Potential... Westinghouse does not over 
load the market with kitchen dealers! This gives 
you a broader market, with full mark-up on big 
ticket sales ... giving big profits. 
Product and Planning Advantages . . . Westinghouse 
Custom Kitchens Program assures betler than your 
hare of market in this expanding field 

* with the most complete line of family 


tyled 
built-ins to give you competitive advantage of de 
ign and price range to suit all prospect 

¢ with unique Seasonal Promotions launched peri 
odically, to give a foeal point to selling, a freshne 


to your sales floor, a reason for traffic. 


Realistic Merchandising ... Full-color national mag- 
azine ads like the opposite page spearhead these 
important promotions 

* complete Promotion Kits, including banners, 
treamers, literature, 4-color folders and postcards, 
other sales-making items, plus color movies, TV 


presentations on Studio One 

The Westinghouse Money Tree can be yours... 
ask the Westinghouse Distributor nearest you about 
the availability of a Custom Kitchens franchise... 
or write to the Custom Kitchens Department, 
Westinghouse Electric Corp., Mansfield, Ohio. 


> a you CAN BE SURE...1F IT'S Westinghouse én 














DREAM YOURSELF A KITCHEN... 


your Westinghouse Custom Kitchen Dealer wil/ make it al/ come true/ 











Tr (y len Drear ; Design invite the outdoor n washes them down the drain. Automatic Appliance Center adjacent laundry Westinghouse pace Mates tuck into 25" 
door w hile e fan is Westing! ise built-ins practically above “pa through’ counter, lets you use 5 appliance it of space. Laundromat below, washes better, rinses better 
bar I washer next tothe sink, for nee without blowing a fuse tainl teel cooking plat cleans itself, Direct air flow Dryer fluffa and freshen 

ur ‘ ervice for 10! Exel ‘ form, separated from the table by handsome bra rod clothes. Wash and dry full family load at the same time! 
Temperature Monitor Thermostat guarantees 140-degree dividers, boasts units that plug-out completely for easiest Clever herb garden is fed from test-tube formula, need 
water. |} 1 Waste Disposer shreds all kinds of food wastes clean-up. Micarta counters resist acids and marring. In no soil alway ipplies fresh herbs for cooking 


“Golden Dreams’”’ that’s the name of this newest 
Westinghouse Decorator Design, and stepping into 
it is like stepping into bright, carefree sunshine. Gay 
Confection Color built-in appliances are the keynote 
that’s echoed in counter Lops, cabinets, floor cover 
ing... even wallpaper and table linens. And every 
thing in sight can be yours just as you see it, for 
surprisingly little at your Westinghouse Custom 
Kitchen and Laundry Dealer's. Or, if you prefer 
he’ll help You adapt the “Golden Dreams” to your 
present kitchen area, or work with you on any de 
ign that strikes your fancy. He’s the man who can 


make your idea workable livable economical 


) 








J ets 
GY $ 
YOUCANBESURE...1F ITS 47" 
. ie I og Westi nghouse 
f W , e Cu 1 e-sealed f{ pert t ng in any ator ( 

















New flexthility in thermostatic control for room and wall heaters 





— 












PLUS V8003 24 volt operator 


PROVIDES for control 
by wall-mounted 
Honeywell Thermostat 








C592 Adatrol Gas Cock 
Pilotstat* 


PLUS 15000 Adatrol 
PLUS 15001 Modusnap Thermostat 


Thermostat 





EQUALS V5157 
Adatrol Modusnap 


EQUALS V5153 Adatrol 














1. Adatrol with wall-mounted thermostat. Vhe 
NEW Vs00 i-vole Operator now makes possible 
the control of room and wall heaters from a wall 
mounted Honeywell Round Thermostat (New 
Vs004 1s available with plug-in transformer. ) 


Modusnap" 


2. Adatrol with Thermostat which 
| 


has both snap-action and modulating control 


3. Adatrol with snap-action thermostat. 


Honeywell 
H Fit iw Covtiols 





Now Honeywell's Adatrol* offers 
choice of 3 Add-on Thermostats! 


© Faster than ever to sell—Now you can sell every customer 


be ause you offer ‘peci/i thermostatic control best suited tO indi- 


vidual needs You can sell bu {vet minded customers the pilotstat 
now —and their choice of add-on thermostats later. You stock only 


one basic Pilotstat pl is thermostat choices 


© Easy to install 


three 


Five minutes ts all it takes ce) install any of the 


Adatrol combinations—based on actual tests 


© Easy to double your profits—You double yout profits when you 


sell room and wall heaters with Adatrol in any combination 


To order Adatrol in any combination, or to get further informa- 
kk cal Hone ywell 


Honeywell Dept EM-11-257 


tion, call your othce. Or write Minneapolis- 


Minneapolis 8, Minn. 














Mort Farr Says... 


Get Aboard the 


Records Boom 


N a ir of declining sales for many appli 

inces, there are two items which are not only 
holding their own, but also showing spectacular 
gains—hi-fi record playing equipment and records 
Together the sale of these two could reach 
$800-million in volume this year. Record sales are 
35% ahead of last year—when the rate of growth 
was also a little short of phenomenal. 


RECORDS AND HIELFI. Many dealers have 
already recognized the sales and profit potential 
in the handling of hi-fi, but many have not 
been aware of the possibility for additional 
volume from records. In my most recent trip 
across the country I found that the largest and 
most successful retailers of hi-fi equipment 
have their own record departments. It seems 
that the successful promotion of higher priced 
hi-fi goes hand-in-hand with a good selection 
of records and the necessary help to guide the 
customer in their selection. In many of these 
stores the record department does a good vol 
ume and profitable business, but even if ther 
were no accounting profits, there would be 
definite advantages to a specialty ‘T'V-hi-fi 
dealer 


RECORDS BUILD TRAFFIC. The purchase: 
of a hi-fi instrument usually purchases larg 
quantities of records within the first few 
months. If the record business does nothing 
but hold that customer and bring him back 
repeatedly to your store, it is well worth while 
It can however, do much more. The sale of 
phonograph records can create traffic from othe: 
people who have had record players for year 
ind from those who have purchased new hi-fi 
equipment from other dealers or component 


ellers. Even if you do not make any profit at 
ill on the sale of records they will give you floor 
traffic, and expose many people to the merchan 
dise you sell 

In presenting my views on the sales of 

ords, I do so from experience. I am now 
ind have been in the record business for over 
Q years. When I sav from experience, | mean 
from bitter experience; | have gone thru periods 
of low sale olume, sudden price drops, obso 
lescence due to speeds and tastes. I recognize 
thre ent trend t ompetition from drug 
tore book store ending machines, supet 
markets, discounters and other outlet I am 
aware of ord clubs and mail order competi 
tion and th pecial concessions to volum« 
operat but still feel that the outlook for 
more an etter business was never more ros 


SALES WILL JUMP. Sales for the next five 
years will probably increase by 50 to 75% over 
present levels, according to authorities in the 
industry. ‘There are other factors which make 
for stability in the business. First, there is more 
standardization of speeds. The future seems 
to be in two speeds, the 45 and 334 discs. Prices 
are now at point where they probably will 
not be substantially reduced. Rising costs 
of production and talent, plus the necessity 
for pre-selling, promotion and better packaging 
practically assures us that drastic price cuts 
across the board are no longer probable even 
with expanded volume. ‘The trend toward 
deluxe high priced albums for hi-fi fans may 
help step up dollars and profits. ‘The very fact 
that new outlets display and sell records but are 
limited in their selection is favorable to the 
store carrying a well stocked and wide selection 
of albums and records 


MORE CUSTOMERS COMING. It is esti- 
mated that there are 20 to 25 million turn 
tables in customers’ homes, but that about only 
20% of these owners buy records. The re- 
awakening of interest in better reproduction 
will greatly broaden the base for the distribu- 
tion of records and should bring many new 
customers into our stores for both records and 
players. With more leisure to listen and more 
preselling by I'V and radio, the appetite for 
our canned music will be growing and growing 


HOW ‘TO SHARE. How can a dealer expect to 
sell records at list in the face of all the com 
petition? First, as in his appliance merchandi 
ing he can render a more personal service 
Many people want help and guidance in their 
election and a good record manager knows his 
music and knows his catalogs. Second, he can 
offer much better selection. The other type 
outlets need faster turnover and therefor 
stock hit records only. He can offer credit and 
in initial record selection delivered with a hi-fi 
may be financed through any bank or finance 
company and good credit customers buy mor 
when they can charge them. Finally, there are 
many deals now in the record business enabling 
you to merchandise and give good bargains and 
till get a fair mark-up 


HOW ‘TO GET IN. Whiat is needed to get into 

the record busine lo begin with, don’t 
think of getting into records if you cannot 
pare three or four hundred feet of floor space 


Modern merchandising of records requires that 
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Mort Farr, Upper Darby, Pa., appliance-TV dealer 


all albums and records be displayed for 
browsing. It is essential to have a record man 
ager or clerk who knows music, but can still 
sell. Some facilities for demonstrations of 
records 18 essential so customers may listen to 
unfamiliar titles. ‘This is important too in 
maintaining a strict no-return policy in the 
sale of records. It should be printed on all 
sales slips and rigidly adhered to, or customers 
will take advantage of you and you will be left 
with a stock of second-hand dises 

The best hi-fi customers will insist on a 
record that has not even been demonstrated 
earlier. Keep up on the Hit Parade in pops 
and always have the newest hits in stock before 
they reach the hit list, so that your store gets 
a reputation for having all the latest. It is 
important to buy pops with either a 100% 
return privilege or keep a close check on their 
movement. Most classical albums today may 
be exchanged by the distributor for other 
albums of the same list price if you buy some 
that do not sell in your store, If you get into 
the business, or are in it now, be alert for 
pilferage. Records are easily carried out. 


DON’T BE HALF-IN. You can't get into the 
record business in a small way. If you attempt 
to carry only a limited stock or just the hits, 
your sales will surely dry up. You must have 
the full catalog of the leading records. Don't 
get into the record business and expect im 
mediate profits, It may take two or three years, 
but in the meantime you will profit by traffic 
and increased hi-fi business. Don't overlook 
the sale of tape for home tape-recorders, and 
the new pre-recorded tapes 
As for actual investment necessary, it is best 
to call in the distributors of the top lines and 
get their advice, Dating plans are usually avail 
able at this season and 30 to 40% of your 
year's business mal be done in November and 
December. In major markets it may be possible 
to get records on consignment at slightly re 
duced discounts from the new firms recently 
sct up to do this type of business 
If you go into the record business do not 
forget the profitable accessory business that 
goes with it. ‘There is volume and good profit 
in the sale of needles, particularly those of the 
diamond variety, replacement pick-ups, record 
racks and cabinets. Record cleaning accessories 
are also in constant demand. 

Ihe record business is going to be a half 
billion dollar business in the next few year 

you may as well cash in! end 


PAGE 41 
















me UNIVERSAL (1 onalc 


The best in ‘‘Probe-Type”’ Appliances 
i by the pioneer in controlled 


Exclusive “LONG PROBE” Cookamatic Control 


E:xtra-long, all-aluminum probe covers greater cooking area of each 





= 


utensil. Reacts quicker and far more accurately to changes in 
temperature than shorter, steel probes. This extra length assures perfect 
cooking heats with a minimum of temperature variance. 


4 Exclusive “BALANCED HEAT” Distribution 


Universal's heating element and probe housing are scientifically sized and 
shaped for each individual utensil and the type of cooking for which it 


was designed. This results in even distribution of heat over entire 








utensil for perfect cooking results. 


Just Dial the Heat 
with this Interchangeable 
Cookamatic Control 


Larger, easy to see, easier to adjust dial 
than others. Plugs in under handle, out 
of cook’s way, out of harm’s way. 


$695 


ONE MAGIC CONTROL 


gr Gives you faster, better “Surface Cooking” 


Automatic Griddle 





$1695 
7 = . . 
| wis X ~ Se ahah Me a Automatic Frying Pan 
APPLIANCE CAN BE Medium or large size. 








he ~-«| WASHED COMPLETELY Metal or glass “Peek-in” cover extra 
ny —_— UNDER WATER! from $1295 


4 
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(itraled (Choking 


with 2 great exclusives 
heat cooking 


EXTRA $6.95 CONTROL 


FREE 


when you buy this 4-piece 








Hostess Display Pack 


YOU MAKE AN 
EXTRA $6.95 PROFIT! 





Get this beautiful counter display 

box with 3 Cookamatic appliances and 

a Control plus an extra Control free! 

Full self-selling information in the cover. Use 
the extra control to help sell a whole set of 
Cookamatic Appliances, or sell it separately 
with one for an extra bonus profit of $6.95. 

















<gie! O8 Baty 


CALL YOUR DISTRIBUTOR TODAY! Prvraraoed 
Ask him about the bi tional — —— 
SERVES THEM ALL! weenie: eaten Keown 1 conan 


program planned to boost your sales! 


USE-TESTED 
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Don C. UW, General Sales Mgr, G. M. Nutter Corp., Cleveland, Ohio 


How do you sell extra washers when your really about the lowest cost premium a dealer could 
inventory begins to build up and your sales volume ask for 


bewins to zo down’? 
bl v" K Our costs were small, too, but our results were 


\ ) » *x 42 “rs S1* 
Last Spring avs Don C. Uhl. “we were looking nighty big. We sold an extra 212 washers in s) 


for some gimmick to keep things moving and give weeks! What's more, our dealers found with thi 


. . ‘ ‘ " 7. i ce . 
our inventory balance added incentive to customers they could sell the 


washers, too. You know, a laundry basket filled with 
Well, we came up with this idea to increase our boxes of Tide sure looks like a mighty big premium 
iles to the small dealer the guys who usually buy 
And it sure was a simple premium promotion. We 
ne washer at a time. We told ‘em if they'd buy an 
putacase of Tide inside two laundry baskets, shipped 
vira washer we'd give ‘em two plastic laundry 
it to the dealer with his order. He'd open the case 
baskets for just two dollars plus a full case of Tide 
and fill each laundry basket—half a case in each 


Now that breaks down to a premium cost of $/.00 Then many of ‘em would put a sign saying, ‘Free 
to the dealer for each machine. And where else for a with every machine’ on one of the filled baskets and 
dollar can he find a premium with so much appeal put it in the window. And boy, they really moved a 
that’s worth over $8 retail?” asks Mr. Uhl. “That's lot of washers! 


Promote with Tide—packed in 25 automatics, 
used in 25 million homes every year! 


Cleveland distributor jumps sales 
with unique Tide promotion— 
sells 212 extra washers in 6 weeks! 


I guess it proves one thing sure—if you ve got a 
good premium, you can really sell washers any time 
i 


even in a Sales slump. Anyway, we sure dik 


thanks to this special premium with Tide 





Take a tip from Mr. Uhl here's how you can 


use Tide as a premium to increase your washer sale 


1. Obtain Tide through your Tide Appliance Trad 


Representative® at /ess-than-wholesale price! 


2. If you're a distributor, offer Tide (alone or in 
combination with another premium like a laun 
dry basket) to your dealers as a sales-builder 


3. Have your dealers offer Tide (alone or with a 
natural tie-in like a laundry basket) to their cu 


tomers to close sales 


*For complete details and/or the 
name of your Tide Appliance 
Trade Representative, write Tide 
Home Laundering Burcau, 806 
Gwynne Bidg.,¢ innati2,OhK 














A Product of Procter & Gomble 








\\ 


a 
Pr a 
“ 


} 














AMERICA’S 
FASTEST GROWING 





AUTOMATIC 
DISHWASHER LINE 


we 


DISHWASHERS DISPOSERS 


ELECTRICAL MERCHANDISING—NOVEMBER, 


} = } 
| WW = 
— = _ 


1957 


BUILT-IN ELECTRIC AND GAS RANGES 





INCINERATORS 









WASTE KING is making appliance sales history with its 
complete line of 10 under-counter and free standing Super 
Dishwasher-Dryer models in two price ranges 

Designed and built by the same WASTE KING people who have 
equipped over 1,000,000 American homes with “The 

World's Finest Garbage Disposer’’. . . the all new 
WASTE KING Super Dishwasher-Dryer is now 
available with these seven outstanding 

selling advantages: 







= 


. Automatic pre-rinsing 


. Better washing — even pots 4 
and pans : 


~_ 


— 


. Spotiess drying 


. Humidity-free drying for 
cool kitchens 


— 


Largest capacity — easiest 
loading 


. Super-Hush quiet 
operation 


— 


. Interchangeable front 
panels — wood, metal 
or paint finish 


PLUS THESE IMPORTANT FEATURES: 


Suds Flush-Out... Built-In Pump Drain... Full-Width Door Pull 
Multiple Light Cycle Indicator... Automatic Detergent Dispenser 
Plate Warmer... Rinse-Dry Injector... Heat Booster Final Rinse 
Versatile Contour Racks... Waist-High Cycle Control Knob 


WASTE KING sey-2~ 
DISHWASHER-DRYER 


PICK SOME WASTE KING see DISHWASHER-DRYERS 
OFF THE TREE. YOU'LL FIND THEM AT YOUR LOCAL 
APPLIANCE DISTRIBUTOR OR PLUMBING JOBBER 


r ] 
| WASTE KING CORPORATION | 
| $400 East SOth Street. Los Anwete California j 
| ee ! 
| Rust terature al it the WASTE KING AUTOMATIC j 
i DISHWASHER and the name of my 3! distributor to | 
NAME ; 
; STORE NAME 
! 

; ADDRESS ; 
! | 
— aes STATE j 
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Stock RCA Victor now—have 

















4 ; 2. 





a 





» a Sell-Sational Christmas 


HELPS YOU 





Low-Priced Portable automatic: 15 
Plays on AC current. Rust-and pebble 
white, or spruce green-and-pebble 


white. Model 8EY31, $39.95. 


Now—oller 40 Perry Como hits 
for $5.00 with every 


Fabulous 45 “Victrola” you sell 


Increase holiday store traffie with 


CHRISTMAS GIFT-BUYING Can flatten the average customer’s 
budget in practically no time. So, to get more people to do 
business with you—give them more for their money. 
That’s what this Perry Como promotion does. It offers 
your prospects real Christmas value. Here’s the story: 
every time you sell a new RCA Victor 45 ‘‘Victrola,’’ your 
customer is entitled to a special Perry Como album of ten 
‘*45”’ EP records, a $14.90 value, for just $5. There are 
songs like ‘‘Hot Diggity,’’ ‘“Temptation,’’ and ‘‘Wanted.”’ 
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Deluxe Portable automatic “45.” Play Deluxe Table Model automatic "45 Portable High Fidelity 45."" Lowest Multi-Speaker High Fidelity Victrola" 


ble on AC. Luggage-styled in brown-and Extra-powerful performance. Smartly priced true Hi-Fi. Multi-speakers 45. Richly styled in mahogany, maple 
ble tan, 2-tone blue or 2-tone green sim styled in black-and-gray or maroon Styled in brown simulated leather or light rift oak finishes. Mark VIII 
ulated leather. Model 6EY3, $42.95. and-buff. Model 8EY4, $49.95. Mark XII Model SHF45P, $69.95. Model THE45, $79.95 in mahogany 












Lowest Priced 45 “Victrola” with 
Golden Throat” tone. Styled in char 
coal-and-coral, black-and-gray or 
white-and-flame red. (7EY1) $32.95. 
Deluxe Model, large speaker—“Golder 
Throat” tone. Extra power. 2-tone gray 


or Z-tone greer (7EY2) $36.95. 
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RCA Victor Backs You With The Industry's 
Most Powerful Advertising! Look: 
: , ’ -- ° ° > TV and radio commercials on ‘‘Monitor’’ (Sat. and Sun. ); 
‘ . ae . 
th this great RCA Victor promotion oF Sen Se eer ae 
‘*Eddie Fisher Show’’ (every other Tues.); The ‘‘Perry 











7 . Como Show’ (Sat she Ts jough’’ (Thurs and 

ers As an extra bonus, the album also includes a fascinating aa ~ Ki ae ree 
; rhe Price Is Right’’ (Mon.) 
o do booklet about Perry and his SONS. Ads in Reader Digest, Life, Seventeen, Holiday 
ley. Sports Illustrated, New Yorker and Scholastic magazine 
fers “VICTROLAS” ARE CONSISTENT SALES LEADERS. The Fabulous ‘‘45’’ 
ory: offers more music for less money — world’s most trouble- 
your free automatic record-playing system— Hi-Fi or ‘‘Golden & | 2 ‘A VIC mK | 4 @*) 
rn 7 1 ‘ . . 4 4 

ten rhroat’’ tone—almost 2 hours of music with one full load- <a@ W fale CORPORATION OF AiEmCA 

are ing of ‘'45’’ EP records. Make it a ‘‘big-sell’’ Christmas— i ; 
od call your RCA Victor distributor right now! Slightly r far West and South. @RCA trademark for record player 
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EXCLUSIVE NEW 
MAYTAG HA 
OF HEAT DRYER 


NO HOT SPOTS! 


A gentle circle 
of heat surrounds 
clothes... 








Demonstrator 
bullt by Maytag to 


Special Plastic ) 


show how ‘Halo 
of Heat’ Dryer 
operates 





























GENTLE, 
EVEN HEAT 
SURROUNDS 

\. CLOTHES 






T00 HOT 
HERE 








Other dryers do this: Concen New Maytag Dryer does this 


trated “hot spot” heat put Regular loads dry at 100 


HIGH SPEED! LOW HEAT! 


THIS AMAZING NEW MAYTAG WILL DRY A FULL LOAD OF COT- 
TONS IN JUST 26 MINUTES AT LITTLE MORE THAN BODY TEM- 
PERATURE (100-110°). Clothes are then air-fluffed 3 minutes more 
so they come out soft, cool to the touch. 


clothes in contact with to 110°. Ends overdrying 
heat up to 200°. Result Yet clothe ry fast, fluffy 


Overdrying is common ind with fewer wrinkles 





EXTRA! 


Automatic 
Dewrinkling 


WASH 77 WEAR 





Push this button for 
automatic de-wrinkling! 


SAVES IRONING! An exclusive 
“Wash 'n Wear’ setting on this 
new Maytag Dryer is a special 
feature for drying modern heat- 
sensitive fabrics 

This setting creates the ideal 
drying temperature for such fab- 
rics. Below this temperature, 
“wear” wrinkles are not re- 


moved. Above it, new wrinkles 
are set. Another Maytag demon- 


strable feature! 


OTHER MAYTAG 
EXTRAS INCLUDE: 


@ Exclusive Revolving Disc 
Lint Filter 


@ Special Air-Fluff Setting 
@ Exclusive Stay-Cool Cabinet 


@ Pushbutton Temperature 
Selectors 


@ Automatic Timer Control 
(up to 120 minutes) 


@ Automatic Safety Door 


@ 3-Way Venting (back or 
either side) 


@ Gas or Electric Models — 
electrics work on either 115 
er 230V; gas models 
on city or LPG. 


The dryer with the difference you can demonstrate... built to sell in the popular *200 price range 


MAY TAG 
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Y’ USE-TESTED 


BRAND NAME 


How you can sell more appliances — 





without adding salesmen 


It’s a fact: week after week, in store after store 
across the country, appliance retailers are finding 
that McCall’s Use-Tested Tag helps them close 
sales. 


That’s because the Use-Tested Tag is designed, 
in a way that’s unique, to sell merchandise at the 
point of sale. Here’s how it works: 


@ Each Use-Tested Tag contains a feature-by- 
feature endorsement of a product, based on ex- 
haustive tests which duplicate typical home uses 
of the product by the homemaker. 


@ The tag is written in friendly, non-technical 
language that the consumer can quickly under- 
stand—tells her what the product will do for her 
in her home, instead of giving just a vague blanket 
endorsement. 


@ Each Use-Tested Tag has behind it the power- 
ful, impartial authority of McCall’s Magazine, 
which reaches more than 5,000,000 top prospect 
families every issue. 


@ Each Use-Tested Tag acts as a silent salesman 
when you're not on the spot, and gives you and 
your salesmen potent and convincing sales-talk 
material when you are. 


If you sell products that have earned McCall's 
Use-Tested Tag... 


@ Make sure the tag is clearly displayed on all 
products that have earned it. 
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e@ Use the tag symbol and its feature-by-feature 
copy points to pre-sell customers in your own local 
advertising. 


e@ Use the tag in your sales talks... read to your 
customers what McCall’s found out 
product in actual use tests. 


about the 


Take advantage of all the display and advertising 
material provided by your manufacturer and by 
McCall’s. List the Use-Tested products you carry 
in the coupon below and send it in for McCall's 
traffic-building Ad Planner and tie-in display ma- 
terial. Start selling more appliances now. 


Many fine products 
with these brand names 
have earned McCall's 
Use-Tested Tag: 


AMANA 
BROTHER 


CADILLAC QUIK-VA 


ELECTROLUX 
MARDWIC 
HOOVER 
KELVINATOR 
KITCHEN All 
MAYTAG 
MIRRO-MAT 
NORGE 
NUTONE 

OSTER 

PFAFF 

PHILCO 

PRESTO 

RCA WHIRLPOOL 
RIVAL Can-O-Mat 
ROPER 

SERVEL 

TAPPAN 

UNIVERSAL Mousewares 
VOICE OF MUSIC 

WEST BEND 

WHITE Sewing Machine 


YOUNC 


USE-TESTED TAG.” McCall’s, 230 Park Avenue, New York 17, N. Y. 


Gentlemen: I carry the following brands which have 


McCall's Use-Tested Tag (see list above). 


a ef ae 


——______» 


earned 


Please send me your Ad-Planner and other display material I can 


use in selling these brands. 


NAME 
COMPANY 


STREET 


TITLE 


TOWN KITCHENS 


‘ 
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va, rigidatre Presents 
The Golden Anniversary 


America’s Favorite Refrigerator 





LECACATING 
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Refrigerators for 1958 


Celebrating 50 years of General Motors Leadership 


The lew Sheer Look PLUS 











To the achievements of the past—Frigidaire now 
adds brilliant advances for the future, advances to 
fittingly celebrate General Motors’ great Golden 
Anniversary year. 

Now —topping even last year’s sensational styling — 
Frigidaire introduces the NEW Sheer Look! More 
stunning than ever, more practical than ever, more 
adaptable than ever to the kitchens of America. 


And it’s the New Sheer Look—PLUS—with the great- 
est array of features ever presented in a new refrig- 
erator line. 

PLUS — new Flip-Quick instant ice service, available 
in even lowest-price models! Showers of “frosty- 
dry” cubes, automatically stored in a party-size, 
pull-out bin. 

PLUS—new fashion-right colors, as exciting as Char- 
coal Gray, all sold by Frigidaire at the price of white. 
PLUS — new interior design and styling, with Frosty 
Turquoise accents—the most flexible, the easiest-to- 
use, the easiest-to-keep-clean refrigerator ever built. 


PLUS—a new Pantry-Door that’s practically a second 
refrigerator. 


PLUS — Flowing Cold, originated by Frigidaire and 
still never equaled. 


PLUS a new Picture Window Hydrator offering - 
for the first time—Moisture Control, to adjust to 
all climate conditions. 


PLUS the unequaled convenience of Frigidaire Roll- 
to-You Shelves—Automatic Defrosting in the Refrig- 
erator Section, the one and only Cycla-Matic way. 


PLUS —in greater measure~—all the quality features 
that have made Frigidaire America’s Favorite — in 
more homes than any other make refrigerator. 
Yes, big things are here — and more are on the way 
to celebrate this Golden Year for Frigidaire and 
General Motors, and to offer golden sales opportuni- 
ties to Frigidaire dealers everywhere. 


More proof than ever that— 


LTtQtaatre ts on the March / 


GM 


GOLOEN 
ANNIVERSARY 


FRIGIDAIRE— 
Built and Backed 
by General Motors 
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In addition to a great 
full-color magazine campaign 


Another PIOUS 





THE PATRICE MUNSEL SHOW 


Most exciting new show on Nationwide TV 


Co-sponsored by Frigidaire and Buick, The Patrice 
Munsel Show puts a powerful spotlight on the GOLDEN 
ANNIVERSARY MODELS from FRIGIDAIRE for 1958—with an 
estimated 11 MILLION viewers looking and listening. 
See your local paper for time and station. 








TOASTMASTER 


NOW gives you 2 NEW BIG-VOLUME Sellers! 








SMART NEW STYLING! 
FAMOUS TOASTMASTER QUALITY! 


ONLY $1995 RETAIL 





NEW TOASTER! 


A bright new beauty in America’s most famous line of 
toasters' The new Toastmaster 1B24 Toaster is bound to 
be a winner—everything about it is designed to sell. 


Check its design—smart new contemporary styling... 
leek low black and gold handles! Check its quality—the 
ame sound engineering and perfect heat control that have 
old millions of Toastmaster toasters. And check its price 

only $18.95—just right for big-volume sales! Ask your 


distributor about it now! 


Call Your Toastmaster Distributor Today! 











NEVER BEFORE AT THIS LOW PRICE! 
WAS $19.95 RETAIL 














NEW LOW PRICE! 


Here's a genuine Toastmaster toaster at a price that will 
really build traffic—and sales! Until now the Toastmaster 
1B21 Toaster always retailed for $19.95— but now you can 
offer your customers a full $3.00 saving! 


It’s America’s most compact toaster—takes less room, 


yet full size in performance . . . still packed with outstand 
ing Toastmaster quality features! Superfiex Timer 
Toast Control Knob... bright chromium finish . . . handy 


| 
| 
| 
| 


crumb tray—all the features your customers want! 


*Fair Trade minimum prices in 
Pp 
McG all states having Fair Trode laws 
; ty 
>TOASTMASTE! ’ j 
MeGk ar 





_ TOASTMASTER Fl) i 


int 
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ELECTRICAL 


SALES ACTIO 
with WA WA 


High Fidelity Phonographs Packed with S-E-L-L! 
Style! Quality! 


. 


}-W has everything you need to 


stir up sales action in today’s amazingly ready-to-buy 
mass market! V-M gives you a big, big edge on com- 


*V-M MODEL 562 


petition in every way! Sell one, sell all, sell up and 
profit with V-M! Start selling today! 
‘Fidelis'’ Hi-Fi Table Model Phonograph 
eNew 4-way speaker system e@ Exclusive Acoustic Contour 
Control® e Brilliance, Bass, tone-o-matic", Volume 
Stereophonic Input Jack @ External 
Fidelis’ 4-speed record changer 


controls @ 
Speaker 


Jack @ ‘Super 
or Mahogany $159.95* list; Walnut and Ebony a bit more. 


Blonde 
*» V-M MODEL 557 —'Ultra-Deluxe’ Hi-Fi Portable Phonograph 
eA "'Show-Stopper’ 


in design and appearance @ Exclusive 


Acoustic Contour Control e Amazing new handle controls e 
Stereophonic Input Jack @e External Speaker Jack @ ‘Super-Fi 
GAY. 0008 


delis’ 4-speed record changer @ In striking marbleized blue- 


ae 
poo0ee® V-M MODEL 1280-—Hi-Fi Portable Phonograph 


© Big 6” x 9” speaker with concentric tweeter cone @ Stereo 
phonic Input Jack @ External Speaker Jack @ ‘Super-Fidelis’ 4 


speed record changer @ 5-watts audio output @ Push-pull am- 
plifier @ Two-tone brown and tan 


List $94.95" 
«~V-M MODEL 1260-— Portable Phonograph 
. 

e 'B-I-G' sound that's radiantly alive! e 4-speed record changer @ 
tri-o-matic spindle protects records @ Extremely light and easy 
to carry @ High quality features with a low price tag @ Attrac 

tive reddish buff and white 


V-M MODEL 215 


‘Songfest’ Portable Phonograph 

@ Bright and breezy for the younger set e Aluminum tone arm 
@ Rubber turntable mat @e Superb tone e@ Plays all record sizes, 
all 4 record speeds @ Red White—Green White 


Blue “White 


List $32.50" 
+ACOUSTIC CONTOUR CONTROL [e:tured 


in the top models of the V-M line is an exclusive V-M 
development in high-fidelity that “shapes” the sound to 
“fit-the-room”’ 


large, average or small 


Thrilling highs 


and lows are reproduced flawlessly at any volume level 
MOVE THE MASS MARKET TO YOUR STORE! 
AND SELL V-M! CALL YOUR V-M DISTRIBUTOR TODAY! 
the 


STOCK 


oice 


ym 


of Music 
/-M CORPORAT 
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© BENTON HARBOR, MICH 
WORLD'S LARGEST MANUFACTURER OF PHONOGRAPHS AND RECORD CHANGERS 





AN 





NEW SALES MAGIC... 
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SEND FOR YOUR SUPPLY OF 
Hudiling SLeendee 
It’s a traffic-builder . .. it’s a sales volume builder . . . it’s Reynolds WEVNOLDS 
new Christmas “Hinting Season’”’ Promotion. The Hinting License FREE! 
gives your customers a real reason for coming to your store early, for e 
coming back to shop. It makes it easy for them to hint for, and hunt Stock up now on Hinting Licenses to 
for gifts made with Reynolds Aluminum. It’s a bright new Christmas distribute to your customers. Color- 
shopping checklist and a hinter’s “license” all in one. ful, ideal for envelope stuffers and 
Major and traffic appliances, luggage, sporting goods, camera store giveaways. . 
equipment, and toys made with Reynolds Aluminum will get heavy 
support from the Hinting Season promotion this year. There’ll be 
full color ads in Life and Better Homes & Gardens 


. Space for your 
imprint. Send your estimate of the 
quantity you will need on your com- 
and television pany letterhead to: 

promotion on “Disneyland”, Reynolds popular network program. 
Take advantage of this bright new promotion to build your Christ- 


mas traffic and your sales. Distribute Reynolds new Hinting Licenses 
to your customers. 


REYNOLDS METALS CO. 
P.O. Box 1800 KY « Louisville 1, Ky. 





Supply is limited. 





©R.M.CO., 1957 


par REYNOLDS 
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Hinting Ground! 


GIFTS MADE wiTH REYNOLDS ALUMINUM 


Te Ww WITH THIS HARD-HITTING 


NATIONAL PROMOTION. 


Look at the national promotional backing 
you'll have when you tie in with Reynolds 
“Hinting Season” Promotion . . . it will 
be featured in full page, color ads in Life 
and Better Homes & Gardens. . . and on 
Reynolds ‘‘Disneyland’’, one of television’s 


most popular programs. 


Tie vv to feature gifts made 
with Reynolds Aluminum... 
television sets ~}" 


ranges <~'| coffee makers | ) 


electric fry pans <=" 


cameras and equipment /. éf 
refrigerators | | golf carts , 


fishing equipment az. 











This is the Hinting Season. °° 





-..and gifts made with REYNOLDS ALUMINUM 
are wondertul gifts to give...and to hint for! 


> --o=; 


REYNOLOS GB ALUMINUM 











The Finest Products 
Made with Aluminum 








Watch Reynolds All-Family 


are made with Television Program 


REYNOLDS gm ALUMINUM “DISNEYLAND”, ABC-TV. 





ALUMINUM 
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They’ve learned from experience 


Commercial Credit’s national 
know-how helps build sales 
and profits for dealers at 

the home town level 








“Commercial Credit Plan simplifies 
financing arrangements makes it 
cd for the dealer to maintain ade- 


quate inventory and floor displays” 


says CLARENCE E. BEESON, 


So. Bearings and Parts Co., 


appliance distributors, 


Charlotte, N.C 





The 


operate wv ithout a good financing plan 


retailer just can’t afford to 


“rn Commercial Credit Plan assures him 
Commercial Credit relieves the ; : ise , ; 
adequate wholesale and retail financ- 
dealer of tremendous worry about : ‘ j / ts 
ing day after day, year after year 
collections, so he can direct his atten- 4 


tion to sales and promotion” 


says N. S. SHOBE, 
says E. L CRUMPACKER, Shobe Incorporated, appliance 
Crumpacker Distributing Corp., distributors, Memphis, Tenn. 


Houston, Texas. 


8 ways better: commercial credit 
Plan offers you and your customers all these important 
advantages: 1, Wholesale Financing; 2, Modern Retail 


Financing; 3. Life Insurance Protection; 4, Property 





A service offered through subsidiaries of the Insurance Protection; 5, Automatic Sales Follow-up; 
Commercial Credit Company, Baltimore 6. Tested Credit & Collection Service; 7. Builds Cus 
tomer Good Will: 8. Nationwide Facilities 


Capital and Surplus over $200,000,000 
Offices in principal cities of the United State 
ind Canada 


Write or call your local Commercial Credit office for 


complete information on COMMERCIAL CREDIT PLAN 


Commercial Credit Why not do it today? 
serves successful dealers 
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HOW T0 PICK 
A STORE 
LOCATION 


If you’re planning to move you have to know where. 


You don’t want to pick just any town, 
nor just any street. 


You want a community that’s alive 
and growing and a site that will bring traffic 
and customers to your door. 


In this Special Report is one proven method of getting both 


By ROGER WARD 


story starts on following page 










‘T’ least once in his career every home 
merchandise dealer has to decide 
where he’s going to put his store. 

Chances are that he'll at least consider such 
Maybe his 
present location isn’t paying off as well a 
he thinks it should 
has changed in character 


a decision several times more 


Maybe the community 
Maybe competi 
Maybe 
Or maybe he'd just like 
to move where the fishing is better. Onc 


tion has gotten rough and ruthless 
he’s lost his lease 


thing is sure: It’s easy—and subsequently un 
pleasant—to pick the wrong town 
That's why it’ 


likely communities in the general region of 


; important to screen all the 
vour choice. And, while it may not be easy 
there is a reasonably scientific way of doing it. 

First, pick out the communities you want 
Make a 'l'rading Area Analysis 


similar to that shown on facing page for each 


to investigate 


potential location and get ready to keep the 
score. Your public library or Chamber of 
Commerce will have a Rand-McNally Com 
mercial Atlas or better yet Sales Management 
magazine, This monthly has a section, “Sur 
vey of Buying Power” which gives the chang 
in each principal city’s buying power in the 
past ten years, the same for the past year 
ind a comparison of the city’s current buying 
power with the nation as a whole. If the 
library doesn't have out-of-town phone di 
rectories, try the business office of your tel 
phone company. ‘These references may never 
inake the list of ten best sellers, but they 
will give you many of the preliminary vital 
tatistics for each community. 

The yellow pages of each phone directory 
will list the appliance dealers and lines com 
prising your potential competition. Read 
further and you will learn how many broad 
casting stations there are, how many T'V sta 
tions and repair shops, and note the addres 
of the Chamber of Commerce 


Look For Growth 


Write each Chamber for its latest market 
survey and brochure, A prompt reply suggests 
in eager outfit. Don’t be dazzled by the por- 


ee 


PORT ARTHUR 


by) GALVESTON 





Picking 


trait of Miss Artichoke for '57, the bevies of 
bathing beauties or the photo of the Armed 
Forces Day parade. Behind the cheesecake lies 
the meat. Evidence of future growth is the 
feature you are looking for. If the Chamber 
report doesn't show promise of consistently 
increasing population, postal receipts, or bank 
clearings then hoist the caution signals. 

As the returns arrive, fill in as much as pos- 
ible of each score sheet. The standings will 
begin to shape up tentatively and it is time 
to write the distributors of the major lines 
you prefer to handle. Outline to them your 
plans; ask them where, in the region you are 
urveying, they need dealers the most. In- 
variably you will get an enthusiastic response 
inviting you to contact their representatives 
in that area 


Make a Personal Appraisal 


Now the fun begins. Fill up your ranch 
wagon gas tank or buy a yard of bus tickets 
and hop from town to town spending plenty 
of time in each candidate community. 

Occasionally a place can be rejected at a 
glance, like the town which was touted as the 
site of a new chemical empire but which we 
found to be a mere boondocks crossroad. It: 
Chamber of Commerce was a deserted, dingy, 
dive behind the village saloon and the “chem 
ical empire” was only a tribute to some real 
estate operator's imagination. Needless to say 


we tore up the score sheet and hurried 


on 

Most communities, however, rate two or 
three days’ attention. It is smart to conserve 
your time and efforts by following a planned 
campaign in each town. Make the Chamber 
Pump the 


secretary dry, remembering that he will be a 


of Commerce your first target 


onfirmed optimist o1 he couldn’t hold his 
job. Have him make an appointment for you 
with an officer of the best bank. A banker i: 
by necessity pessimistic so his story will help 
offset the enthusiasm of the Chamber of 
Commerce, 

If there is a State Employment office in 
town, sit down with the direc.or, get his 
general comments concerning the future and 


NOVEMBER, 


the Right 


copies of the local monthly manpower reports. 
Back issues will help give you a line on the 
employment trend in the past. Also get some 
picture of the community wage structure and 
a clue to the availability of employees for 
your projected store. 

By now your collection of statistics should 
be complete, if not try the postmaster, man- 
agers of the utilities or the credit bureau. 
Don't get buried in the figures though, it’s 
time to get more personally acquainted with 
the place. 

Spend a day alone on the town. Walk 
up and down the shopping district and in and 
out of stores until your feet hurt. If there 
ire any promising vacant stores call on the 
real estate dealers involved. Get the story 
on rentals, preferred locations, competition, 
businesses for sale, housing developments 
ind growth potential 


Is Business Good? 


Browse around the stores which are possi- 
ble competitors. Notice the improvements 
vou could make. Ask the managers or own- 
ers if their business is for sale. It’s a pretty 
good sign if none of them want to sell 

Inspect the parking situation in the shop 
ping district. Visit the residential sections, 
industrial zones and outlying store areas. If 
there is one of those giant suburban shopping 
centers, that means someone before you made 
3 favorable survey and is a point in the com 
munity’s favor. It still doesn’t mean that a 
central location in the city proper 
be vour best bet. 

Be on the alert for special situations. A 

ity which is about to be exposed to TV for 
the first time will prove to be a gold mine for 
it least a vyear—if you sell TV. If natural 
ras iS being introduced a small boom in gas 


wouldn't 


ippliances will help a newcomer get started. 
If the summer weather could stand improv- 
ing, the power company can tell you whether 
the air conditioner .narket has been more 
than scratched. Be sure the area isn’t af- 


flicted with cut-throat tail-gate peddlers. 
Under proper conditions room cooler sales 


MORE> 
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52 


GULFPORT 
BILOXI 


83 


PENSACOLA 












PANAMA CITY 


1952 ITINERARY of author Ward in his search for the best location for an 


appliance store. Figures at each location represent the point score he devel- 
oped but which, he cautions, may not be at all valid or useful today. 





SOURCE OF 


INFORMATION MARKET GROWTH TREND 


Sales 
Manage 
ment 
magazine 
Commer 
cial 
Atlas 


CofC 


Bank 


Note: If th 
National |r 


this index 


TRADING AREA ANALYSIS 


SCORE 


1 Percent increase of trading area 
population over past two years 
If below § 
If between 5% & 10 
f between 10% & 20 
iT Over ZU ) 
2 Percent increase of bank clearings 
ver past two years If below 5° ) 
If between 5% & 109 5 
If between 10% & 209 ] 
If over 20‘ 10 
ere is a “Sales Management” mr agazine City 


+ 


dex available for this city, use the amour 


exceeds 100 (up to a maximum score of 20) 





for (1) & (2) combined. For example: If the index is il 
the score for ] & (2) would tota 16 f the ndex $ 138 
the score would be held to a total of 20 
QUALITY OF MARKET 
State 3 Average age of residents If 
Emp't. Above average 
Office Normal 
Below average 
CofC 4 Level of Education if 
B W avelag } 
Real Average 
Estate Above averas 
Office 5 - 
, , ] 
killed 
t¢ 
Retired 
6 / 
y » J 
r r ent 
Steady 5 
Instructions 
Circle one ber 
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ommunity 


DATE _ 
CITY. 











SOURCE OF 
INFORMATION GROWTH POTENTIAL SCORE 
CofC 7 If growth of existing 
industries is Doubtful 0) 
Bank Possible 3 
Certain 4 
State 8 If prospect of new 
Emp't. sbeting 
Office industries is Poor 0) 
Possible 3 
Probable g 
SHOPPING HABITS 
C of C 9 If majority buy in 
Distant Communities 0) 
Bank Neighboring Communities 2 
At Home 5 
OVERHEAD CONSIDERATIONS 
Real 10 If business rental: 
Estate $/sq ft are Above average ~ 0) 
Office Average 
Be Ww average 
Bank 
11 If taxes in general are High () 
C of C low 2 
State 12 If retail employ 
Emp't. Plentiful, Wages low 2 
Office Scarce, Wages higt 
COMPETITION 
Yellow 13 If total number of etit 
Pages 1000 trade 
Phone populatior 
Book f tT iver age 1U 
Average 5 
Above average 0) 
ig y would score 
A ty whose re totals le bious risk 
1957 


SOURCE OF 











INFORMATION EDUCATION & CL 
CofC 14. If public school 0 
Average = | 
Personal Good 3 
Observa 
tion 15. If college or university is in area 3 
lfnot 0 
16 If public library is Poor 0 
Good 1 
FACILITIES 
CofC 17 If local public transpor Poor 0 
tation is Adequate ] 
Bank Good 2 
Personal 18 |f Common Carriers are Poor 0 
Observa (rail, water, air Average 3 
tion highway) Good § 
19 If banking and finance Good 2 
companies are Fair ] 
Inadequate 0) 
20 If Utilities (gas, elec Poor 0 
water) are Fair 2 
Good 4 
21 If public services (fire pro. Poor 0 
tection, police, parking, Fair | 
postal service etc) are: Good j 
COMMUNITY SPIRIT 
Bank 22 Are service organizations 
active? (C of C, Jaycee No 0 
CofC Kiwanis, Lions, Rotary) Yes ? 
Personal 23 Are there sufficient recrea No i) 
Observa tional facilities? Yes 2 
tion 
TOTAL SCORE 
PAGE 


59 








HOW 10 P 
A STORE 
LOCATION 


CONTINUED 


in be a terrific boost to the newly opened 


tore 

In the evening visit the public library 
study the local newspapers, particularly th 
ippliance and help wanted ads; size up the 
people you meet in the street, in the corne: 
drug stores and drive-in Then when you 
ire saturated hole up in your room and fill in 
the score sheet. If there are still some blank 
pots get the answers the next day befor 
you le ive 


After you have 


the scores for each city. The accompanying 


completed your safari total 


How to qualify as an 


On Friday the 13th of March, 19° 
engineer named Roger Ward opened the 


ipphance tore in Pensacola, Fla By day 


taken in 5O cent vorth of busines ae 


grand opening later he say 


Despite this unhappy augury Ward stucl 
register and his belief that engineering principles 
be applied successfully to most phases of retailing—from 
September 


point with 


locating a store to operating it profitably 


these figure 


Gross Net 
Volume Profit 
1953 $100 ,000 $600 
1954 254 ,000 27 ,646 
1955 350 ,000 17 ,000 
1956 (8 mos.) 240 , 000 7,500 


When Ward started hi tore he inve 


half of his personal resources—later borrowed 


When he sold out he had, a 


it, “doubled my own personal net worth.” 


$9 000 more 


Much of the credit for this success, he say 
the methods which he devised and used to find the best 


city in which to open a store and to locate 


within the city 


' 
1 former airplane 


end he'd 


learned about 


By 


1, 1956, when lh old out, he'd proved hi 


Owner's 
Salary 


none 
$4,725 
12,000 


expre SSCS 
» owes to 


the store 
ind which he describes in this 


inap shows the scores for the cities visited 
by the writer in 1952 while in search of the 
ideal appliance store location [hese scores 
would not of course, necessarily apply today. 
Because of personal preferences the West 
Coast was climinated and the itinerary con 
fined to spots near salt water enjoying a yeal 
round warm climate 
Pensacola was chosen for this writer tore, 
not only because of its high score, but be 
iuse the Chemstrand (¢ orp., after exhaustive 
tudy had just selected Pensacola as the site 
for its $80,000,000 nylon pliant It seemed 
that other orporation would soon 
follow Chemstrand lead Thi 


56 when three 


reasoning 
vas justified between } and 


ther mdustnal giant iO ited on | imbia 


re mpha ize the advantage 
of moving in on a “sleeper 1 community 
bout to « «pl xle into robust life kor each 
new facto iobs several thousand 
tential customers are eated [he new 
industi tart i hain reaction of maller 
ervice activities for itself and it employee 
Between '53 and '56 Pensacola got two TV 


tation two additional radio tation two 


of an 


hi Ca h 


could 





8 ,000 


0M OOD 


total of 









new banks, expanded port facilities, a shop- 
ing center, a new Junior College, an Art 
Center, a Municipal Auditorium, a_ Ball 
Park, new Library, a symphony orchestra, 
several thousand new homes, a new medical 
center, and even a new county jail and city 
police station. All of these activities breed 
customers, very desirable ones for the new 
merchant, because the customers “tod ‘are 
new with no buying tradition prejudicing 


them in favor of the old-line store: 
Nothing Under 60 


Although the score sheet is only an ap 
yroximate yardstick we suggest rejecting those 
than 60. Un 


l there is an outstanding leader 


ommuniti with a score les 
, you will 
be safe in selecting any of the top ten per 
cent. Of these top few select the one you 
like best, go to the distributor of the numbe 
one line you want, show him your analysis 
ind, all things being equal, you'll walk out 
vith a franchise 

Having selected your city, the only thing 
that stands between you and your first million 
besides a lot of hard work) is the best pot 


in the city for your store 


‘4 


AUTHOR Roger Ward tried successfully to apply engineering principles to 
appliance retailing in his own Ward’s Car and Home Store. The Cush 
man motor scooter he shows here was used to cut the costs of small 
article deliveries and service calls 

















KING “HURCH z CHURCH FURNITURE FURNITURE 
5 — ONE WAY FG 2) < i) ~ 
FORD [a BAKERY FUNERAL HARDWARE 
0 
a we RES TAURANT HOME 
bak tR & P : 
SERVICE | cr AUTO-LEC = (WE LOCATED HERE 
CAR | WIGGLY A 70% LOCATION, BUT 
Ph a1 
LOT ~ ge i AGP THE BEST AVAILABLE 
GREYHOUND at = 
STATION HOTEL PONTIA Y Y)PARKING HAROWARE 
RESIDENTIAL : 18 - - 18 > BEACH 
CAR \A|DE SOTO Vay FINANCE CO 98) s 
LOT DR ' 
CAR 
LOT 
: MOVIE 
40 GIF SHOP N N 
m! WO RESTAURANT 
FIRESTONE POST 
WESTERN OFFICE 
Y AUTO |' 
ee . PENSACOLA 
A)}SCHOOL CHURCH A cuatn BUSINESS DISTRICT 
FURNITURE IN 1952 
= mM!) im MOVIE 
m m 
PRINCIPAL ELECTRIC CO 
GAS HOTEL 
FINANCE G.E 
P c ION - 
GOODRICH BANK SCHOOL ly STATIO ' BANK COS DEALER HAROWARE 
NAVY BASE soll. Ten “32 LOW RENT HOUSING 
RESIDENTIAL RR. YARDS 
CLUBS <—“32 > «30 > WAREHOUSES 
GOODYEAR SUPER |A|/HOTEL DRUG MENS /4 *(|MENS : 
MARKET FURN FURN y 
PARK- | WOOLWORTH GIFT PARKING 
PARKING ING KRESS > RESTAURANT PARKING 
é REXALL lev " 
v LERNER TRAILWAYS F 
STATION 
as KRESGE 
PARK RESTAURANT 
ING 
<4 NEWBERRY ¥ ¥ | BAR ' 
a A TL 32 
T T i 
rf WALGREEN : CHAIN i 
; toe CAFETERIA NEWSPAPER CofC 
URN 
; Ig J.C. PENNEY PARKING 
THE BEST BLOCKS IN TOWN.| }” | rans 3 |MOVIE 
NOTE THE CONCENTRATION| /“? ° > ev t 
OF BIG NAMES ON THIS BANK |* 
RESTAURANT 
SIDE OF STREET. . 
] PARKING COURT 
, HOUSE BANK 
7 
+-32 a » . 4 “ 
-g 
a 512 NUMBERS SHOW LOCATION 
PARKING URN. | & FACTOR (FIRST SIX ITEMS) 
= OF TOTAL STORE SITE SCORE 
WARD’S EVALUATION of the business district of Pensacola in ¢ CITY 
1952 is shown on this drawing. Numbers in streets are his loca PARK 
tion factor scores (first six items on the score sheet) for each cry 
district. Why he picked the spot at top of chart is explained in Y HALI 


the accompanying story 


2. Choosing 





N da in ler ever claimed a better hain rtment 
4 etrap vould make the world beat a round the handiest t 
t lo M etrap me! handising Ch te D 
t Ligue i the white-good i | trated a id 
pect a r irpet rolled to their page Make a sheet for 
‘ ; +} ‘ in te } g id na ia ; 1 
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the 


Right Store Site 


f ncentrat ist na 10/ location in the middle of 
in ft i the main stem, but don’t stray ¢ far, just 
I in re sheet far enough up O1 down the street to ease the 

i f following parking problem If u are on the main 
i ble rental tree! three or four blocks from the hub, the 
! Don't shoppers will at least sec our place on the 
MORE> 
PAGE 
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the 
We 


way in—which 
cross street 
hardware store 


fold if 
treet 


pot in town 


i 


was on a bach 


Don't hesitate be 


dealer j i fey door 


LOCATION 


1 On main street in best 


mplet 


Un cro treet with 

One block off main stree 

Suburban 
, 


secondary suburba 


All other 


2 On busiest side of stree 
On lean side of street 
lf both sides of street 


—s 


treet 
On ¢ mngeste 1 two way 
Un one way street 


On dead end street 


On wide {wow 1y 


1} ' 


4 In are compe j 


iw 


Pioneering in new area 
5 Near post office 
trathe 


the 


w other gener 


Distant | above 
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On main street. but over 


hopping cente 


watched 


within 


( 


HOW TO PICK 
A STORE 
LOCATION 


CONTINUED 


ouldn’t o1 


la back 


in attractive 


i block 


ix months because it 


ustom 


0) ¢ «ploring to find you 


itis 


Owner 


Size 


y out of 


ae | 


of the best 


simply won't 


mother appliance ( 


i Moderate compe 


tition is good I'wo rival stores will generate 
more busin ide b ide than at opposite 
ends of town; hence the iutomobile row 
in most tu Follow the good ne ighbor 
po yupermna et thy post ifhice et 

n trath »> a0 mpctitor 

Shopping Centers—-Maybe 

I hat uburban h yn enter may be 

th t ! if I | ! le oh befe 


STORE SITE ANALYSIS 


SCORE 


ck 1) 

I 

trict 

{ 

x VU 

\ . 

U 
' 
J 
} 
f 
) 
4 
) 
j 
0 
0 

p 
] 
H] 

ha 

tor 
UV 

pt 
t 


ou leap. Many shopping centers have been 


I I 
1 disappointment to most everyone but their 


promoter [heir patronage is often below 
expectations; too many people still like to 
0 to town. ‘The independent merchant 1: 
it a particular disadvantage because the pro 
moter will entice the big name attraction to 


his shopping center by conceding a pr 
ferred location, exclusive privileges, low fixed 
like 1.5% of sale Phi 
then rental 
for a mediocre location 


The 


ntal or a cut-rate 


mall leaseholder is isked a 15% 


enter can be a promising 


hopping 


vossibility, but watch the or Your best 

bet may be across the street from the shop 

ping center or it may still be back in town 
Is It Accessible? 

Then too, the more to the story than 

ition Don't hand ip ourself with 

ramped quart Growing pains Can be 


me a pain in the neck if you have to pull 





» roots and lure customers to a new address 
Accessibility is almost as important as size 
\ parking problem drives customers awa 
ke a quarantine sign And remember your 
vn trucking requirement rear a fe 
rvice¢ rt Cl nv ind deliver 
\ t all deficiencies except siz location 
ibility can be remedied. A modern 
zation program can idd 10 to | points to 
thie re of a bi w that needs face liftin 
Address 
Description 
FACILITIES SCORE 
] Plenty of tree parking 14 
Plenty of metered parking 10 
Near parking lot ] 
congested parking wea ; 
Parking prohibited 0 
8 Wide dewalk 2 
ngested sidewalk 0 
9 y t Serv t] nipf np 
nd servic Yé 5 
No ) 
10 Adequate st pa tock Yes ] 
Ne 0 
11 Good plumbing and washr if 
No 0) 
12 Will electric sign and other ext 
fentification be effective 7 
Ne 
CONSTRUCTION 
13 p e { fe Nave iT der , hs) fr nt? Te 5 
No 0 
14 Is building air condit j V¢ 


NOVEMBER 





It’s a 


who will touch 


landlord 


rare however 
inything but the outside w ills, roof and 
tore-front. Don’t let that discourage you 
If the contractors’ bids for the inside work 
ire out of reach, turn your service depart 


ment loose with a spray gun, asphalt tile, 


fluorescent fixtures and watch a miracle tran 
pue 

We chased the roaches out of an ex 
cafeteria which had been continually iden 


tified with failure and vacant for over a year 
(he gloom boys shook their heads when we 
opened up, but they weren't sCOrE 
heet 


ippliance outlet 


using a 
overlooked it 
It wa 


yone had to pass it to get to the absolute 


ind possibilities as an 
on the main street, 
enter three blocks down; there was plenty 
of parking; the 
the way: 


A&P supermarket was across 
there was room for warehouse and 
iles floor under one roof; and most important 
the 


the 


central shopping district was bursting at 


scams with no way to expand except in 
our direction 
We certainly wouldn’t recommend any 
location that scores below 60. Our first year 
was rough with a 70 location, but by the 
ccond year our judgment was vindicated 
Ihe business was coming in our doors rather 
than fight its way further into town 
I'ven though that mousetrap is better, we 
iy put it where a lot of customers will have 
to stumble over it Ind 


15 Is building fireproof? Yes 
No 
16 Are roof, windows, etc., weatherproof? Yes 


No 


17 Is interior modern, attractive, clean? Yes 
No 
18 Is lighting modern and adequate? Yes 


No 





COST 
19 Is rent less 


sales? 


than 3% of estimated gross 
Yes 


No 





OCCUPANCY 


20 Has building been empty over six months 
Yes 


No 





TOTAL SCORE: 
DIRECTIONS 


r yr 


umbered section 
to get the tota 


J 
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Live Better Electrically... 
Twelve Months a Year 


With the blessing of 180 manufacturers, LBE will become a 


year round program in 1958; biggest innovation is creation 


a “Medallion Home” award for builders 


HE most ambitious program yet under 
taken by Live Better Electrically wil! 
t underway next January 


Much of what will happen in the following 


nths will follow the pattern of suc- 
f promotions undertaken by LBE this 
But there are two big change 
Li Better Electrically will become a 
i und activity, sparked by special cam 
p ! 1 the spring and fall 
lhe key element in the 1955 « impaign 
\ b i Medallion Home program, a com 
let new nture for LBI 


Behind this stepped-up activity is a grow- 
firms in the electrical in- 
band together to sel] 


| his 


recognition of 


ing realization by 
dust that they must 
their common product—electrical living 
nviction is the result of a 
th increasing 


dust for the 


ompetition wmmong mayor i 


consumer dollar 


Heavy Industry Support 


The still-young LBE program finds itself 
with impressive resources as it embarks on 
t program. So far 150 manutacturers 
ini ( (4) utilities have promised t ip 


port the IBI progral 
Lh heart of the 1958 
Meda mn Home 


onstruction and sal 


program is the 
impaign, designed to 
of new home 
featuring full housepower, 
light for living and electric appliances. Local 
utilitic tablish standards for the 
of LBE medallions to builder 
Appliance dealers, however, will be 


other LBE 


range 
iward 


will ¢ 


most 


interested in the ictivities sched 
uled for each month of the year. As the 
calendar at right indicates, national magazine 


id network IV commercials will be run 
each month of the year. In March, April and 
Mav these activiti will be 


tepp d up to 


provide a “big spring push” to tie-in with 
other industry appliance promotions. Simi 
larly, a ‘‘fall push planned for September, 
October and November 

LBE magazine advertising will continue to 
use the “rate yourself’”’ theme which marked 
advertising this year. In 1958, however, em- 
phasis will be placed on checking off “bene 
fits” conferred by owning specific appliance 

All of the promotional plans are planned 
to incide with EEI’s residential promotioa 
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1958 calendar will be 


Weck, Febru 


lirst on thre 
1 tie-in with National Electric 
arv 9-15 


At the retail level, promotions similar to 


ictivits 


those conducted this vear will also be sched 


uled. These include store-wide promotions 
uch as that conducted in 1957 by Macy’s in 
New York and community-wide programs 


similar to those conducted recently in Port 
Washington and Westbury, New York 

lo help utilities get their 1958 program 
off to a fast start, LBI 


minute motion picture, 


will provide a 20 
uggestions for stag 
scripts, and handout booklet 
the highlights of the 


ing and for 
which will summarize 
1958 plans 

LBE spokesmen feel the Medallion Home 
program fills a 
tional 


orely needed gap” in na 
market 


is the first national program ever sponsored 


residential development... It 


by the electrical industry specifically to give 


prospective home buvers a recognizable hall 
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mark attesting to a new 
livability. 

Local level promotion 
program will be spearhea 
but national 
six full 
television commercials 


The first Medalhon | 
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display in April of 1955, The 
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PACKAGED HI-FI 
AND 
COMPONENTS ? 


Some dealers say you can’t sell both... 





... but Irving Welan of Pearl River N.Y., says 
you can...and proves it with a $50,000 hi-fi volume 
split equally between the two. 


Here’s how he does it ii by BILLY BARNES 







PACKAGED COMPONENTS 


Hi-fi prospects are qualified by price at Welan’s C&W Radio and Appliance Those whose initial figure is higher are started at the components demonstra- 
Those who want to spend less than $300 are led first to the packaged units tion board where 12 different amplifiers can be fed through any of 21 speakers. 
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— be 
WITH ONE TRUCK carrying sign offering “Hi-Fi at N. Y. City Prices’ Welan 


furnishes same-day service and delivery to fight distant discounters 


INSIDE the store the hi-fi department shows a variety of packaged units on 
three sides, components at one end 





LISTENING ROOM adjoins TV-radio sales floor, can be completely separated 


from it for demonstrations by sliding doors 


SPEAKER DISPLAY board backs up on adjoining warehouse space so that Welan 
easily change or sell demonstration speakers 


66 | omponents and packages don't nT ind interruptions from the rest of the I never show components to women un 
npete with ich other—they to hile Welan demonstrates hi-f for a If they ask to see them. More than one 
nplement each othe ivs Irv prospect third of my first-time shoppers are women, 


Welan, manager and half-owner of C&W 
Radio and Appliance Co., Pearl River, N. ¥ 
Welan follow thi philo ophy by howing 
ickage units and components in the same 
m, doing a hi-fi gro h ivs will reach 
)00 this year. ‘This is a good volume in 
tough Pearl River market of 125,000 


half the family heads hold jobs in 


Packages or Components? 


Many people who come in to shop hi-fi 
lready know whether they want com 
ponent or a package unit, says Welan 
But when they don’t seem to lean one way 
or the other. I try to help them decide by 


finding out how much they can pay for 


ind they'd be scared away by a sales talk in 


volving turners, woofers and amplifiers,’ 

One entire end of Welan’s hi-fi listening 
room features a pegboard-mounted display of 
12 different amplifier units which can be fed 
through a switch panel to any combination 
of 21 speakers mounted overhead 


“I start talking components with a few 


York Citv and are onstant] expo ed hi-fi remark on what hi-fi really 1 During thi 
big-city discountet | explain that hi-fi prices run from $100 time I can find out how much the customer 
Family income in Pearl Riv iverage to over $1000 and the more they spend, the know ibout component ind just how 

Manv have recently bought home more quality they get. Customers generally technical’ I can be in talking with him 
if present poor pr ) pe ts for a high there’ no sense in my howing them Dhen | ish him to select a record he if 
luxury item like hifi. But Welan 1000 in hi-fi when they can’t pend mor used to hearing on his old record player. I 
good potential prospects when he se¢ in $Z00 play it through an amplifier-speaker com 
With an eve to the future he cult If their general figure is over $300 I start bination which, along with a baffle kit, will 
t P vith od ‘T\ ng them toward the mponents end of cll for the price he has alread nentioned 

th how t om. Under $300, I usually start m beforehand 

{} talk around a package init By interchanging pe ikers in singles and 
hi-fi displa f th | go a little further by asking them wher ombinations, I show him added quality he 
i mea f Ww 1 their homes they plan to place the unit in get for just a little more mone A 
f; tenin vit If binet scems important, even the over on as he asks the price of a certain com 

' nd. 1 ' ' pects may be bette d with a ponents combination, I turn off the musi 
S}j tyled pach unit | know he can’t pay attention to the music 

Continued on page 80 
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CHARLES HUNT of Colchester, IIl., sells superior reception in a poor reception area. That’s the whole heart and pitch of his sales effort 


He Wont Even ___ise........ 
Tell ‘Em the Price... 


ut es them a starting place. With such 

... until he’s made a survey and insisted on the right installa- questions as, “You are looking for a good 

. " , yicture, aren’t you ind “Are you happy 

tion. But because Charles Hunt guarantees superior reception a edaemibian cna: aoe: eaneien ana 
it pi l [Cc § Yi V 


Hunts start the good reception sal pitch 


1 
VOTKINg 


he sells nearly a set a day in rural Colchester, Ill. 


] 


Neighbors and satisfied customer il- 
ways mentioned in Hunt's sales spiel. Back 
round and point of all such stories and 

rps p de eption for local viewe nd =m iy addition with each set. inecdotes, of course, leave in the customer’s 
| in Colchester. Ill.. television sets must According to Claude Hunt and his son mind the importance of picture qualit 
bring in nals, both UHF and VHI Charl the secret is in the pictul We Once the Hunts have qualified and classi- 
from 60 to 90 miles away. In addition, b pit elling ‘T'V,” say Claude “We're fied their customer, but before giving any 
use of the comparative ly halls if } trictly selling re eption now ” The Hunts firm price, they insist on a home visit in each 
ditions vary with each installation ind-tailor their iles, leading istomers nd every instance, unk the customer is a 
In this market, Hunt Appliance Co. man own a well-marked path from model to econd or third time buyer, and they know 
ages to sell just about one set a day through nodel displayed on the floor. With each step, the house. The reason is the antenna installa- 
out the year and to collect, in most cases, a the customer qualifies himself and helps th tion. Thev often make a hou I] even be 
recommended list price, plus an antenna in Ilunts sell him f election is mad 
stallation, either new or replacement, run In selling TV, the Hunts’ first step to ; 
ning anywhere from $40 to $170. This gi find out where the | seat iat. iad eed oe No Price Without Inspection 
the Hunts an avera i f about OI estimat f how much he wants to pend | Hunts absolutely guarantce not just 
1 1) | ntenna istallat Th nav bear littl lation to the fin tab but superior pi ture quality They 
Continued on we 55) 
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2am 


] INTRODUCTION of his line, features and models is first step in Hunt’s sales story. Emphasis 
is put on good reception right from the start 











CONCENTRATION on a single model starts as soon as Hunt has qualified customer. She has 


agreed she likes set, admitted the importance of good picture 








SERVICE STORY, which includes loan of portable until new set is installed, is next. Now 
Hunt starts to talk about antennas, necessity of house visit 





4 INSTALLATION follows as soon as Hunt has visited home, 


determined antenna need, given ¢ stomer a firm price 











Do-It-Yourself Jumps 
Kitchen Sales 


Out of a chance suggestion came the Jones Music & Appliance Co.’s 
first do-it-yourself kitchen sale. And out of that sale has come a pro- 
gram that gave the St. Louis, Mo., dealer 17 extra kitchens in a year 


N aver e cltort to interest 
A the do-it-yourselfer in the 
possibilities of remodeling 
his own kitchen mn mean the 


difference ‘tween a so-so return 


from the kitchen remodeling mar 


ket an thoroughly profitable 
ear, a to Ernest Jones, of 
Jones M Appliance Co., St 
Louis, M 

Last Jone old | iddi 
tional kitchens, running all the way 
from > to $] ) to do-it-your 
elfers wl have power tools and 
who are ably expert in their 
use. Not ne of these kitchens 
vould ha been sold on the usual 
we instal] basis,”’ Jones points out, 

ind evel ile was a thorough| 


welcome one inasmuch as the St 


Louis dealer sold every cabinet, ap 
pliance and sink at full list price 
“List price on the materials and 
equipment which goes into kitchen 
remodeling spells a better profit 
than the same amount of volume 
on apphance: "Jone 
itisfving 

ismuch as the ustomer saves 
he 


declare 
“It’s a ver ituation, in 
money, we 
ind there | ery littl competition 
ific bracket.” 


i full profit return 


in selling th pe 


Jones, who had been an appliance 


dealer for years in the Missouri 
metropoll vent ito the do-it 
yourself fie tw cars ago, when 
he becam nvinced that the worst 
obstacle | ellin f model kit 
hens wv the homeowner un 
willingne to pay expensive labor 
ost Th ubject ime up so 
often in iling with kitchen mod 
ermization | pects that during on 
ile on ng that the custome 
had a npl equipped hop 
in his own gara I suggested that 
he trv h vn hand in installing a 
ink, some overhead cabinets, and a 
dishwasher Ihe prospect gave it 


pect 
some thought and asked whether we 


could supply plans. Naturally there 


wer non ivailable fo hi own 
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kitchen dimensions, but inasmuch 
as I had been to the Geneva school 
on kitchen planning, I sat down and 
worked out a plan on the spot. A 
few days later, the customer called 
in telling me the job was done and 
inviting me to come out and look 
it the result We were both 
pl ised ‘I he home owner had done 
1 really professional-le 
wa ) proud of his h indiwork that 


I was encouraged to offer the same 


( | job and 


suggestion to others.’ 
Ads Draw Prospects 


Now, three out of every four 
kitchen old by Jones Music & 
Appliance are on a do-it-yourself 
basis, with Jor 
planning job, lending all of the as 
sistance he can to the project, and 
selling all of the material 

“We have developed a simple 
sales approach,” he says. “We-run 
regular weekly newspaper ads aimed 
at the kitchen remodeling market 


and now include a box in each ad 


es doing the entire 


which invite the homeowner to 


make a big saving by doing the in 


stallation work himself. Inclusion 
of this suggestion has made every 
newspaper ad ten times as effective 
is in the past and is directly respon 
ible for a much heavier trafic of 


When the 


omes in we point out that we will 


pro pects prospect 
be glad to make the installations 
ervice by add 
ing 20% more to the total bill 
This make: 


tomer can save 


with free planning 


it obvious that the cus 
this amount by 
doing the job himself. Invariably, 
this latter point make 1 deep im 
pression and we have another do 
it-yourself contract 
Customers who do a complete 
kitchen 


pe nd an average of $1,200, accord 


remodeling job in the 


ing to Jones, and by doing the work 


themselves can come up with a 


remodeled kitchen which would 
cost some $1,800 to $2,200 on the 
usual fully-contracted — basis Im 


portant is the fact that each do-it 
yurselfer who has done a kitchen 


job is as valuable an advertising 





TWO TEEN-AGE sons of a St. Louis 
kitchen remodeling project that 


for amateur 


doctor install a cabinet in a 
saved the doctor $1,300 
brought dealer Jones a $1,200 sale 


took five hours to draw 


Jones’ plans, designed 
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asset as the store could possibly 
develop. Inviting a prospective do 
it-yourselfer to telephone a previou 
customer who has made his own 
installation is a sure way of closing 
contracts, Jones declares. 


Staff Helps Customers 


Because three members of Jones 
Music & Appliance Co.’s staff have 
been through the Geneva kitchen 
school, there is never a shortage of 
expert advice available to the cus 
tomer. “I have averaged as much 
as 60 hours of my own time in the 
job of getting the customer over the 
“First, when 
the customer has decided to do his 
own work, w 


hurdles,” Jones said 


invite him to bring 
his wife to the showroom for a 
planning session, warning him to be 
ready to spend the entire afternoon 
if necessary. We do the planning 
work in our model kitchen, at the 
left front of the showroom, using 
a miniature kitchen kit to work out 
all of the angles and details on the 
table top All of these are 


Continued on page 93) 
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PRE-INSTALLATION conference with the do-it-yourself 
customer and his wife is standard procedure. Here 
Jones explains the drawings, sets up the kitchen with 
model, covers installation practices 
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TRAFFIC BUILDING: Promotional Mileage From Giveaway Cars 


M. L. Harbin, president of Georgia Jewel- 
ers, Inc., 6 Broad St., SW, Atlanta, devised a 
trafic building theme which he’s been play- 
ing, with variations, for two years, as one 
phase in his continual drive toward better 
home merchandising. At six-month intervals, 
the credit jewelry firm gives away a jaunty 
| urovean Car 

It’s big-ticket, but by the time Harbin 
drops the keys into the winner’s hand, he has 
gotten plenty of promotional mileage out of 
the little car. Locked against kids and worse, 
the car goes on permanent display at the start 


PROMOTION: “Lucky Day” Sale Doubles August Volume 


August store volume at Gulf Hardware, 
+34 Fannin St., Beaumont, ‘Texas, more than 
loubled 1956 figures as the result of a 30-day 
promotion originally created to beat a slump 
in refrigerators and air conditioners 

HE GIMMICK. Manager Jewel Maness’ 

Lucky Day” sale offered a full rebate to the 
tomer who made his purchases of appli 


ul 


inces and/or furniture on the one day of the 


month in’ which ton ile most closely 


merchandising 


of each “contest” in the store’s wedge-shaped 
outside foyer. Signs and salesmen, using a 
nothing-to-buy pitch, encourege sidewalkers 
to fill out stub-and-ticket registration blanks. 
Ticket halves with names and addresses are 
dropped into a box at the rear of the store. 
CLIMAX WITH PUBLICITY. Each 
promotion ends with local bigwigs (banker, 
newspapermen, ctc.) drawing the winning 
ticket amid the popping of hired flashbulbs 
Harbin has the actual award photographed, 
too, uses pictures in window and ads to prove 


that when Georgia Jewelers gives away a car, 


equalled the daily average. At the close of the 
promotion he added up his month’s sales 
divided by 30 to get an overall average, and 
then compared this figure with the number 
of daily sale 

Ihe promotion proved to be better mer 
chandising, says Maness, because it maintained 
interest at a high pitch for a month and gave 
him a head start over his competition in 


learn 


g out 7 merchandise and assured 





I'his is also the 
reason why he never uses the same make of 


a car really gets given away 


car twice in a row (so far, two German 
Messerschmitts costing $700 each; a Morris 
Minor and an English Anglia at $1,125 each; 
a German Isetta at $1,160) 

MOTOR SCOOTERS, TOO. ‘The aver 
age promotion finds Harbin’s men distribut 
ing 35,000 tickets (@ $4 per M). At his 
other and smaller store in Columbus, Ga., 
motor scooters ($250 to $300) are giveaways 
Main fulcrum of the promotion is finding a 
colorful, traffic-stopping premium 


him of capital and space for ‘58 products 
WHAT IT COST. ‘The entire promotion 
cost Maness close to $3,000—which amount 


to about three percent of the month’s vol 
ume, Appliances worth $2,000 were given 
iway to those people who had made thei 
purchases on the lucky day; four non-co-oped 
newspaper ads cost $150; 34,000 direct mail 
pieces came to $340; several 20-second ‘IV 
pot cost $100 
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TOYS: Puppet Show Draws 1,700 


Seven hundred youngsters, mostly accom vife worked weeks ea in the fall with THEATER IN A BOX. ‘The puppet 
imied | Christmas-present buying parent drama teachers from the local high school to theater was 4 feet wide tO-in deep, and 
flocked to a marionette show during the first et up the show located in a space directly to the rear of the 
lays of a better home merchandising pro lhe show that drev uidren from 6 to 60 elf-service to’ department At the lose of 
tion of dealer J. W. Kerns, Klamath Fall vas a “Christmas Fable.” Five 18-in, pup the show, a Santa Claus led the crowd into 
Ore. On each of the next two week-ends of pets, including two witch two elves and a another part of the t department for ice 
the pre-Chnstmas season, 500 children and Christmas fairy were hand-made by the Kern cream refreshment 
their parents came into the store’s toy de l'o a background of dubbed on tape [he use of this Christmas puppet show 
partment to see the show that was the idea the story told how Santa Claus was put to which could be arranged by almost any dealer 
f Ben Kern iles manage! leep by a witches’ brew. A happy ending it comparatively low cost with amateur pup 
ONE JUMP AHEAD. To get Christma nvinced the Klamath | hildren that peteers in most citi brought to the Kerns 
present buyers exposed to the store’s wares Santa would be back at his usual busines the welcome cry of “Mommie, that’s what 
they shopped the city—Kerns and hi by Christmas Eve I want 


CASH IN On Your Ideas the editors of ELECTRICAL MERCHANDISING 


will pay $20 for each acceptable Beiter Home Merchandising Idea. If you have a 


successful technique or operational method or a successful promotional idea, just write 


a letter to Editor, Electrical Merchandising, 330 West 42nd St, N.Y. 36, NY 
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Cookie Jar Sales Joslin Dry Goods Co, Den Colo 
proved the ilue of imagination in this window display which 
helped to launch their new kitchen planning service Against the 
backdrop of a mplete model kitchen the store display staff 
placed two little girl mannikins in the act of robbing the cookie 
jar and added realism with live props of grocer tapl ind a 
woman s pocketbook The di play called attention to strategicall 


placed wns announcing the new service 
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The Greatest-Show-On-Earth Thc circus came to Pough 


keepsie, N. Y. and Rocket Store In ot an eclephant’s share of 
ummer apphance il \ huge invas was utilized to turn the 
tore front into a “big top \ further tie-in was a bonus of one 
circus ticket for each $50 of pul hase By the time the real circu: 


had come to town the following Sunday, the week-long sale had 
moved over 80 major ipphian ( LO TV set is well as a host of 
1) 
i 


sinaller apphance 
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Future Tense A rocket trip to the moon via the medium of 
ound drew 6,500 visitors to three California branches of the 8-store 
Breuner home furnishings chain. A space-suited doorman ushered 


passenge! into a room resembling the inside of a rocket ship, 
cv heard the sound of the rocket “‘blastoft’” and voices of 


vhere tl 


crew memb making emergency repairs to the ship’s hull. The 
trip ended w ith a down-to-earth « «planation ind demonstration of 


tereo yund ii tape 





Parts, Parts, Parts Something out of the ordinary was needed 


to attract attention to th otherwise undistinguished window of 
\pphance I-lectric Service, of Los Angeles, California. Part proved 
to be the answer, both as a means of emphasizing the company’s 


repair and parts department, and as an attractive and eye-catching 
display. Symmetrically mounted on a white background the hun 
dreds of automatic washer parts seldom fail to gain the attention 


of passersby in the firm heavily traveled location 
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from Cookie Jars to Rocket Ships 





Upside-Down Display: Rightside-Up Profits McCoy's 
Appliance and Furniture Center, in Chamblee, Ga., is a successful 

ilership whose displays belie the fact that sales manager, Jeff 
Davis is 


Finding that the combination of appliances and furniture made 


aware of “which side is up.” 


? 


for a space problem of almost unsurmountable proportions, Davis 


yoked around for a satisfactory way to display two bulky lines, 
i »pliance ind furniture 


His solution imple one. Obviously, since floor space was at a 








window 
Kraft 


found that it increased their normal 


People Can‘t Read Look closely at the sign in the 
ed above. Chances are you've probably misread it too 
of Buffalo, N. ¥ 
ye 50 percent. The slogan, so ingrained in the mind 
misread it, serve 
its purpose of bringing people into the store. When told that the 
n roing out for Dusine they show 


iveragt nsumer that they immediately 
ense of humor and Jaugh 


iown to serious busine 
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és. han 
a\ bei: 
mined? 


only were left: the sidewalls of the store 


loor space would be utilized almost exclusively 


premium, two alternative 
and the ceiling 
for heavier major furniture, chests-of 


appliance upholstered 


drawers, Ceilings and sidewalls would help to relieve the space 


problem and serve for the display of kitchen dinette sets, and lighter 
objects such as table lamps. Simple hood and eye arrangement 
were used singly, or in conjunction with short lengths of chain 
rope and 1” x 2”s to complete the simple method of holding the 


displaved picce 


in pl Ce 


Action Equals Sales Motion can be counted on to attract at 
tention, Builder's Emporium, Van Nuys, California, has found 
One recent display utilized a candy cardboard tube) 
two of which bore the lettering “Fans”, 


tripe pole 
and four cardboard sign 

the others the word “Sale 
nailed to ceiling and table, 


Using «oller-skate wheels as bearing 


the pole was fitted over the wheels 
Motive power was furnished by the simple expedient of placing a 


Ihe breeze did the rest 


End 


fan behind the sign and turning it on 
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Dick Curran runs a conventional appliance store 





in Portland, Me. But when he converted 
this old freight shed 

into a road-side 
discount-type warehouse, 
he pulled the rug out 


from under his competition 


and sold... 


APPLIANCES 
BY THE CARLOAD ...... 


N Api 110.19 Richard Curran made Although a few dealers have been juietly umers a napped out of their letharg 
Maine merchandisin histor vhen flirting with discounting for a year « tw Curran mcerted radio and new paper a 

| le ‘ | 1] 

iUi¢ 1 








he ope ned a modified discount opera elling without a trade-in at the with-t ertising, and as other dealers move t 
tion im Portland price is as gay as most Maine retailers have his prices or to sell agamst his stripped-dow: 
Despite Curran expenence he ilso own hosen to gct method ot merchandi ing 
| 
a conventional appliance store, an electrical Their motivation in holding back: a blend Before shaping his own new operation 
wholesaling firm and an electrical contracting of New England conservatism, fear of the Curran paid ré peated visits to Boston’s most 
business), few observer ive his new venture tigma which seems to be built into the word uccessful high-volum low-price hou 
a chance of suc In ord to understand discount ind th erage consum eptionally clean dealing giant wh 
this attitude, it’s necessary to knov methin unawarene of the tast new route th ip well in exce f five million. He 
of the Maine ipphan e market hance busine going in New England’s this firm pricing, stock and advert n H 
I'he populati i f tal tat OU OOO: of LO enlightened itn notab] Bostor vatched its clerk ind it ustomer 
Portland 1): of the 9 juare-mile Port llartford and, to a lesser degree, Providenc: “From this,” he sa I knew what | 
land metropolitan area. 124.000: and within But the ba reason ounting ts th t have—a supermarket for appliance I’d 
i ! ri 
i 40-mile radius of the city, some 200,000 ft pedal is that f distribut maintain have to establish a volume buying and 
(he major factor in Maine appliance retail rvi perations worthy of the name, and elling program, using nothing but bran 
ing is the Central Maine Power Ce mpany, a th ire no fact rv! depots in Main name lines and stocking them from bott 
merchandising utility with more than 30 Lhis and the dist itor pricing policy have to top. I'd have to fit in as many sideline 
store ind prest re to burn left most competition in the tat n th is I could sell with proht because I’d_ be 
high and dry level of service and trades, not building toward a one-stop operation in har 
The Conventional Pattern Rigs i 
ioe oods. When you work at low margins, | 
General distributor practice in Maine i learned, you spread yourself thin—you exten 
' Curran’s Pattern , , Oe 1 
to publish two retail prices per piece—one, ur operation horizontally to support busi 
straight manufacturer's list; the other, a Into this quiet, timid market Dick Cur rT in a variety of products without appr 
lower “with trade-in” price (also the lowest ran’s semi-discount operation dropped like a ible increases in overhead 
figure at which the piece may be advertised bomb—a curiously welcome bomb as _ it’ ie. ’ 
Picking a Location 
with co-op). A great many independents are turned out, for it seems to have stimulated 
ad libbing a bit further by selling at the with the city’s appliance business in general Realizing that Portland alone could n 
trade price whether or not a trade-in exist Ther new action in Portland, as con be expected to support his new store, Curran 
4 PAGE 72 NOVEMBER, 1957—ELECTRICAL MERCHANDISING 





j 
wi 


4 
DISPLAY IN FREIGHT SHED is not quite as jumbled as first glance indicates. Appliances 


are grouped in lots and one unit of each lot is uncrated so customer can get a sat 
factory first hand look at it 


~<a. 


awe 


CRATES SERVE AS BULLETIN BOARDS for spec sheets and large price tags which are 


stapled to each carton. Biggest space on each tag is reserved for ‘‘Curran’s price’ 





i location on the outskirts of the cit ind posters are stapled to the crates above parts and labor for verniod of 90 da 
t] to t is lying north, south I’clevision and high fidelity units are stored No trade-in re accepted at St. Joh 
vest od ids. all of them b nd di played with greater care in a parti Street, but Dick Curran rarely loses a sale 
Portland proj There, on St. John tioned area of the ex-shed [his section on this account. When | prospect who want 
St t, he rented (for $ month 15 ents one-fifth of the building: the r to trade turns up there, the deal i np 
1S’ { ht sh th iilroad siding at maining four-fifths are in white good hanneled through Curran’s in-town app 
t] ir an buildin iw ft k platform Outside on the trucl platform, crated and mice stor This outlet operates a la Portla 
the front rated major 1 few power mowe! i ran generally from suggested list, with trade-in 
( t t] Du n nb ic Or two present to motorists th lowance bucks Ih it i lest 
insula t] ‘ nstalled bar dered, hurry up au of a store wher kr Oompa ilu 1 used mercha 
flu it lightin ind | turnove reign supreme lise-—-know, to cn ft ke th ng t 
| n | t i id when t hort | 
; Int A Price Operation 
{ ( St. John Street st ' His Secret: Buy Right 
f t Hh not purel if lever Curran finds h fit 
f yiece there has just two prices—list and sell harp sellin iB f 
t ' t Tt } inl price I here n hags } \ it mt get hurt when He liste 
th | ' \, id powe sarked. so is it sold. The st tise distributor n 
ices of from 20% to 40% off list I ne, but m | i bhi fl iit 
thing in stock By the second time around,” he i | 
Crates and More Crates ' , 
Though Curran wasnt enthusiast ibout Kn vhere I'm nn Thi am 
HH ] pl tem 1 impie en ugh In ervicing he knew he had to do it A poli have started to roll Then I know whe 
t] he rated white goods are stacked uf price without service would have been his o light] ind where to try to lin up 4 
ty ind three high, in lot fronting each Achilles heel through which his competition load.” 
yt i ngle uncrated ece, or a crate could easily have brought him down at the He buys in cars and plit-cars at ¢ 
from which front and top have been torn outset Electricians from hi ontracting opportunity. He likes the heavy co-op, the 
Bright yellow price tags are stapled to ever business help his three regular servicemen pre-paid freight and thi idvantageous bu 
te taped to ea h di play piect Un handle about half of the company $ work that carload purchasing can bring. Recent] 
folde: pecification sheets, display banners Ihe rest is farmed All is on the basis of he picked up an $5-piece 


car divided almost 


Continued on page 
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Prwalth old sa that 


best teacher’ was never anywhere mor 


experience 1 thi 


applicable than in electrical houseware 
merchandising, according to Oscar Selzer 
housewares buyer at the Daniels & Fisher 
Stores Co., Denver, Colorado 
Over the past ten year electrical house 
i have shown a constant forward march 
it this Denver riage trace department 
tore. Some of the increases have been spe 
tacular, other light—but in every instance 
irly sales have advanced 
Vh ecret of a healthy houseware itua 
{ i such as thi in be summed up in foul 
up Selzer ie 
chandising formula. ‘These ar 


Make it ea for the salesperson to use 


imple point which make 


the applian ind talk from 


] } ] 
ich Vil ! i Cull 


Stage a product discussion meeting at 
least once a week with every possible 
iles point of an electrical housewar 
item thoroughly gone over 

Use every possible inducement to keep 
the same sale people on the floor year 
ifter year to sell the same customers 
+. Maintain a full mark up bi 


ing on pt tige line 


oncentrat 
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period because, among other things, 


Electric housewares sales at Daniels & Fisher, Denver, Colo., have increased steadily over a ten year 


Their Salespeople 


\ll of these points are tightly wrapped up 
in the Daniels & Fisher program. First, Selzer 
vorks to get the sort of cooperation from hi 
uppliers which will make it possible to let 
each girl take i small 


n her own kitchen 


ippliance hom 
cxperimenting with it 
until she know 


offer when the customer approaches. ‘There 


positively what she has t 


ire several ways of accomplishing this all im 
tant point, according to Selzer 
One is for the store to make a gift of the 
new item to its personnel, with the assurance 
Another is 


cooperating manufacturer to as- 


that it will be used at home 
to get the 
ume either all of the cost or at least part 
of it. A still more practical method—and onc 
constantly—is to 
tage sales contests in which the reward, in 
tead of cash, time off, etc., is one of the 
ippliance involved. ‘There have been many 
uch staged at the Daniels & Fisher stor 
for example, sales contests built around a 


which the dealer practic 


newly developed waffle baker, toaster, electric 
iron, etc., with the sales people receiving one 
of the appliances for their own homes for 
each eleven sold or whatever period of time 
has been set up for the promotion. Here 
naturally, the double incentive of wanting t 


win the appliance and to do a better job of 


NOVEMBER, 


Use the Housewares They Sell 


elling it later on means that Daniels & 
lisher salespeople absorb all of the necessary 
information in a hurry 

Selzer, of course, capitalizes on all such 
tarted by manufac 
turers and when none such are in the offing 


competitions as they ar 


on the manufacturers’ or distributors’ part, he 
cooks them up himself. As a result, the half 
dozen women salespeople who make up the 
electrical housewares and general housewares 
department probably have as modern a lineup 
of traffic appliances in their homes as any 


group of women in the country 
Weekly Product Meetings 


\s to getting product information across 
emphatically enough so that each salesperson 
is a practicing expert with the item which 
she is demonstrating to her customers, early 
morning sales meetings staged once per week 
and beginning at 8:00 o'clock handle this 
spect. Every meeting is, of course, a “re- 
but Selzer is convinced that 
he would get just as worthwhile cooperation 


quired function 
| 


from his salespeople if the meetings were en- 
tirely voluntary. The store’s electrical sales- 
people are among the best paid in the Rocky 

Continued on page 104) 
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It takes toaster sales 
to match the money you make on 1 





Easy Combomatic Washer/Dryer! 


Sure—small appliances are a wonderful come-on! But, this Christmas, you can make 


a 3-figure profit in a fraction of the time it takes to sell 29 toasters. 





Sell Combomatics—the perfect gift! it takes longer —but not that long to sell 
Women want them! Men want to buy them! a Combomatic instead of 29 small appliances 
Promote them as the glamor gift! Promote Make use of a// your Christmas traffic pros 
special Christmas credit pects—this Christmas step them up | 


WRAP UP EASY WASHER/DRYER SALES THIS CHRISTMAS! 


@ Easy’s Combomatic is only 27 inches wide! 

@ Easy’s Combomatic washes/dries up to 10 Ibs.! 

@ Easy’s Combomatic guarantees no over-drying! 

@ Easy’s Combomatic dries without heat-set wrinkles! ac 


e Easy’s Combomatic gives full temperature control! 


(Combomuallie VNASHER/ORYER 





EASY LAUNDRY APPLIANCES DIVISION © The Murray Corp. of America - Palmolive Bldg - Chicago, tl. 
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By P. T. BROCKWELL, JR. 


10. Repairing 


Water heaters break down so seldom that the average serviceman gets 


very little chance for practice, but operating parts are so simple that if 


you know what to look for, repairs are not difficult to make 


GENERAL appliance serviceman need 
A not necessarily know how to install a 
water heate urely, his work is di 
should be able to 


recognize an installation fault which affects 


versied enough—but he 


satisfactory operation so that he im rule out 
appliance trouble and suggest to the customer 
that she recall the installer. By th ve do 


not mean that faulty installation are mmon 


pla ‘ 


Indeed ele tr ite hie il mstallat l 
ire rigidl ontroiied m man ireas by one 
juthority or another, A i np! 1 pow 
ompan hich fhe t tom 1 low, 
ff pe ik rate for water heating, demands that 
be th the ! tallat 1 md th val he iter 
mect tal pecil il } 
tena I en if tistact ind eco 
Higiil i 7 t i i i | t I | ha 
to be thy il ¢ ' ] pe 
, 

NI, P P , 

ul i ft t th j I | ex 
; , k thy 
mn { i ! t ind tl n 
pan rie "i r ft uirce 

n learn firsthand what stitute in 
icceptab installation m our area More 
than lhkel ne of them will give you an 
illustrated bulletin on electric water heater 
mmstallation i uable adjunct to your ser 
ee terature 

And your mutial preparati 1 for water 


heater repairing also will consist mostly of 


book-learnin’, for failures are so infrequent 
it’s next to impossible to get any 


practice lor example one 
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advance 


rene! il ipphi mce 


imufacturer ica eCTVvice tation vhich 
nploy 70 servicemen, averaged the summer 
f 1957 |e than six water-heater calls a 


With 


ippliance your 


month! some of the more complex 
having to tackle the job 


vith little or no practice might be cause for 


frustration, but a water heater operating 
parts are not only simple—there are so few, 
thes in be counted on the fingers of one 
ind 


Component Parts 


bu } by ] — ly 


| ! clement 1 1OwcI n in 
id a lowe ind the temperature con 
n son irea part lar] vher 
t t npany offe t tomers an 
t I ri t wat tin 
I ! pe eatin unit forbidden 
; ; 1) +} n ‘ 
t ' | tte | ' i i t i 
t off-peak rates apply only to the 
imed by the lower element. (Si 
I One type of off-pe ntrol cente 
Ie | 1 | 4 
| n prope issih 
1 appurtenan rather than a part 
vate heat tself ve m t clude 
th ifet live vhich req ed b 
tually every local code. One type in wide 


i 
ise is a combination temperature and 


ire =relief valve Its discharge 


tubing 
usually is terminated over a sink, near a 
floor drain, or outdoor 

Sin most electric water heaters are served 


by a 230-volt supply circuit, you must use 
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every precaution to protect yourse 
as any bystanders from electric shock. Chil 
dren, especially, should not be permitted in 
the room in which you are working if you 
have to expose live electrical parts. Before 
continuing, perhaps you'd like to review in 
ELECTRICAL MERCHANDISING’S Ma e the 


iptioned inti 


dryer-servicing article’s un 
afety in working with the 
higher voltage is treated in deta 

Now, if you are convinced th 
ifely is a must, let’s get on with our di: 
ussion of the remedies f the m n 


ulments of electric water heat 


tion wherein 


Overheating 


denced by fuse failure in the temperature 
relief i Imn if 
lj hut fF th vat ; 
vitch to for d furthe h 
the tank witl minimum of de 1a 
} ; it f ' | ; ; 
! ut ()} f 
water you draw off, an eq juantity Id 
vater W ! the t nk | 
YY elf } th nt wit ; ; 
hot vate tt in f I 
lischarge tubin You wv I 
i f that renewing the t ruse 
ifter the tank ha ooled enough for you 


Me inwhile 
ome preliminary step toward 


thermostat to ascertain what 


to handle the part 
be able to tak 
hecking the 


caused the overheating 


Thermostat Service. Some thermostats have 


1 temperature idjusting device which 
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EDITOR'S NOTE: Preceding articles in this series were How to Get Started (Oct. ‘56), Repairing Conventional Washers (Nov.), Repairing Automatic 


Washers (Feb. ‘57), Repairing Rotary lroners (March), Repairing Electric Clothes Dryers (May), Repairing Electric Ranges (June), Repairing Vacuum 
Cleaners (August), Repairing Dishwashers (Sept.), and Repairing Refrigerators (Oct.). Tear sheet copies are available while they last. Write Editor, 
Electrical Merchandising, 330 West 42nd St., N. Y. 36, N. Y 




















(single pole) 


Refer first to sketch A, 
the tank reaches the desired temperature 


Two electric water heater w ring diagrams 


iter in the upper part of 


e-throw thermostat’s switch bar will shift to the position indicated 
tical dotted line thereby shutting off the upper element and 
tI t to the lower whose single-pole thermostat responds to 
ature of water in the lower part of the tank. Once the water 
heated, the lower element will do most of the work unless there 
ually heavy demand. This design is used in areas wherein the 


npany will supply electricity at low, off-peak rates through line 
A-1 and A-2, while that supplied through B-1 and B-2 is billed at a 


ite. The diagram in sketch B is for a two-element water heater whose 
ts can be energized singly or simultaneously to meet almost any 
1 within reason. The wiring design for a single-element water heater 

the same as that shown in sketch B with the upper element and 


stat or 


tted 


MERC 
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lectric Water Heaters 


















the customer; others have only itisfactorily with a contact-point file. (Do thermostat. A 195-degree fuse is available, 
rnal adjuster which should not be not use sandpaper or emery cloth.) Water but since most manufacturers agree that a 
by anyone but a serviceman. Which heater thermostats wear extremely well, rarely 150-degree setting on the heater will pro 
k the setting; it should be around requiring complete renewal. A minor ad- vide suitable-temperature water for both dish 
es. If that point is all right, inspect justment, like that just described or some ind clothes washing, there is no good reason 
tat to ascertain whether there is thing similar, usually will correct the troubl for advancing the temperature setting beyond 
f th ontacts sticking in_ the though occasionally you will come across a the 150-degree mark. ‘The temptation to raise 
ition or any other trouble—wiring thermostat which is so badly damaged you the temperature is heightened when the 
il—which would cause the ther- will have to replace it family and/or their hot-water-consuming ap 
ut ft remain closed when it i phanc have outgrown the water heater o1 
to be open Relief-valve Fuse. Keep in mind that a vhen too small a tank has been installed 
ntacts have been sticking, oftener 175-degree fuse is adequate for a 150-degree 
uu will be able to clean them temperature etting on the water heater Insufficient Hot Water. With this com 
Continued on page 108 
an ae e Line termingis General- purpose Water ~ heater 
| » | 2 
? ? > t —s moter 
j 
Upper thermostat t 
y (double throw) ] hermostet Service \ 
entrance 
cable 
¥ eer toting Woter-heater 
elemen b Upper switch ond 
element fuses 
a 
Lower heating element 
Lower element 
d Lower thermostat 4 Thermostat General - purpose 


fuse cabinet---—~ 


Cable to 
water heater 


Time switch 


FIG. 2. One arrar gement of the control equipment for off-peak water he ating 
service. The time switch which interrupts the circuit during peak hours is 
shown attached to the bottom of the water heater switch and fuse cabinet 
With outdoor metering, the power company in many areas attaches a weather 
proof time switch to the bottom of the water-heater meter support. With 
the connecting sequence shown (meter, switch, fuse) keep in mind that even 
though you open this water heater switch to “kill” the fuses, the line term 
inals in that cabinet will still be energized, for there is no cutoff device ahead 


of the meters. So be careful 








PHILCO-BENDIX for ’58... 


Only Philco-Bendix gives you these great 











\ | in the PHILCO-BENDIX DUOMATIC 
WASHER -DRYER COMBINATION 


Sales prove it! In today’s fast-growing washer- 
dryer combination market, the Philco-Bendix 
Duomatic is too hot not to handle! The Duomatic 











is the combination that outsells all others, out- 
performs all others. And it’s even hotter for 58 
with the Big Filter Drum. Just look at these sell- 
ing exclusives you get with the Big Filter Drum in 
the 58 Philco-Bendix Duomatic. 


a BIG FILTER DRUM is safe for any and all fabrics 
even the miracle fabrics! 


p> BIG FILTER DRUM washes cleanest, dries faster 
(up to 45 minutes faster) than any other com- 
bination! 

p Sia FILTER DRUM has 2880 filter holes that 
make lint a thing of the past! 

p> BiG FILTER DRUM dries clothes without wrin- 
kling, cuts ironing time! 


p> BIG FILTER DRUM washes heavily soiled clothes 
with the exclusiveautomatic “Power Soak” cycle! 


It’s big-ticket items that make profits in home 
laundry today. Get your share with the biggest 
big-ticket appliance of them all — the Philco- 
Coe Bendix Duomatic with the Big Filter Drum. 
A onver Contact your Philco distributor today! 


MODELE ¢ co | pa ce) 
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TOO HOT NOT TO HANDLE! 


selling i atiels...sive to make the retail sale 


The amazing new cS | > ee 
“TRIPLE-DUTY” FILTER-DISPENSER 


in the PHILCO-BENDIX “LINT-FREE’’ AUTOMATIC ~ 


—— ea 









You've never seen anything like it—and neither 
have your customers. The exclusive“ Triple- 





Duty” Filter-Dispenser guarantees a cleaner, ~™ 
softer, lint-free wash every time. It does three 
important jobs — all automatically. ~~ 
Som. 
e 
1 AUTOMATICALLY dispenses detergents, soaps, NO 
water softener. Mixes washing ingredients \ 
thoroughly. Prevents soap-streaks and lumps \ 
Also aids clothes “turnover” in active, sudsy “AQ 


water. Assures a cleaner, whiter wash 


AUTOMATICALLY dispenses rinse solutions and 





+ And remember: the ’58 Philco-Bendix is the 
fabric conditioners during rinse cycle. Gives eg ‘ ars ‘ 
fabrics a softer, “like-new” finish every time only automatic “‘you can’t overload.” Exclusive 

“Ball-Point Balance” lets customers wash 
yarn east filters every drop of wash ear ’ oh . 
water three times. Giant lint screen never clogs heavy 5 x 7 shag rug as easily as a lig itweight 
Gathers all lint into one small puff ball for one sheet. Completes every load, every time. No 
second cleaning cutoffs. No half-washed clothes. 


MODEL Ww 266 





4 Exclusive PHILCO-BENDIX 


“TWOSOME” 
DEMONSTRATION CENTER 


Lets you sell TWO matched pairs 
...- with only THREE units! 


One Philco-Bendix Wrinkle-Free Dryer matches both “Lint-Free 
Automatic and “Lint-Free” Gyromatic Washers. Whether your 
customers prefer a top-loading or front-loading washer, you'll 
make every matched pair sale with Philco-Bendix ‘“Twosomes 























MODEL Ww 266 MODEL 0 666 MODEL Ww 467 
= : i Prhiico-Bendix Home Laundry Appliances are brought to ou b Prniicoe Corporation 
A Ball Point “Twosome” in 3 step-up pairs A A Gyromatic “Twosome” A : : sac 
Custom, Deluxe and Special models! in handsome Custom pair’ 







call your 
pHiLco” 
gistriputor 

qoday : 









PHILCO-BENDIX for 
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Motor Repair Shop Reports 


Another idea from our § 
that will help you... 


KLIXON Protectors Save 
Many Call-Backs 
For Syracuse Motor Repair Shop 


Robert Capocefalo, in his job as General 


Via vel ol the 


racuse Armature Company, is very familiar 

vith the advantages of Klixon Motor Protector Here’s what 
he thinks about Klixon Protector 

| (teT¢ ull Ol ust (] Aly Oi pP olector , we feel that we ve ad ed 


j 


many call-backs wath the result a much better understanding 


mh our customer in general 


Ihe KLIXON Protector is built into 
the motor by the motor manufacture: 
In such equipment as refrigerators 
oil burners, washing machines, et 

they keep motors working by prevent 


ing burnouts. If you would like in 





creased customer pretere nee, reduced 


service calls and minimized repairs 
and replacements, it will pay you well 


to ask for equipment with KLIXON 


, 
Protectors 


WRITE FOR THE NEW FREE INFORMATIVE BOOKLET 
THE STORY OF THE SPENCER DISC 











METALS & CONTROLS |g] CORPORATION 


lat DD on 25111 t Street, Attleboro, Ma 


KLixoN 


Spence The 








HI-FI: SETS AND COMPONENTS 


ind to me if the me time | 


hut off the competition 


In talking pri I ha t 
ume the customer ha 
ping New York City di 


houses, or at | 


ount 
ist reading their ad 

I'o meet this situation I explain 
that, for instance, two twelve-inch 
coaxial speakers mad by the same 


company ma be very different; 


one will sell at $28.50 while the 
other sells at $55.50. | point out 
how the discount ads mention only 
the manufacturer, saying nothing 


about model or serial number 
“After 1 quote full net price of 
the components combination that 


interests the customer, I bring wy 


! 


thie subject of discount. Only 10 
percent of my component u 
tomers buy the first time th ore 


in I know if I don’t ffer them 


discount on their first tr th 


will shop around and buy yi 
where els So | e them then 
choice of two discount ight awa 
~s explain that with a | 
cent discount I will 90 
unconditional =f er ind 
honor the manufacture parts wat 
ranty out of my own stocl I tell 
them a discount hou vill give 


them a bigger discount with no 
ervice, and warranty-covered part 
will be ordered from the factory 
“Ar 55 percent discount I sell 
ealed carton, empha 
sizing that there is no service guat 
antee, and defect: 


the unit in a 


parts will be re 
placed only by the factory 
Welan 
ing is 40 percent. He manages this 
by getting 
ponents direct from the manufa 


profit before discount 


SU percent of his com 


turer at a iving f 10 percent 
over parts iobber i price ae ell 
component iccordin t the 


net list, usin hi 
10-15 percent discount system 

Ninety percent of Welan m 
on the I( percent 
ent of the unit 
come back to him for servic 


“audiophile 


ponents sales ar 
plan. Only one per 


Encourages Permanent Purchases 
In closing tl ile Welan ti 
to get the customer to | nly 
intends ¢ 
than 
middle-range speaker and discard 


ing it later for woofer and tweet 


those units h 


i 


? } 
DUYINgZ a 


manantly. Rather 


the customer u 


woofer now, and add tweeter later 
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Welan also  pushe low-prices 
baffle kits because they lea more 
money for the omponents 

Wi I ili thr le | don't 
k p talkin ibout one particu 
peaker Welan. I compar 


the peak r 1 want this customer to 


buy with other speakers on my 


carried bi 


emphasizing that the 


board and with those 
other dealer 
same money buys about the same 
quality in all 
(He carries Bogen, Fisher, Scott 
Harmon-Kardon, Craftsman, Sher 
wood, Altec Lansing, University 
Je nsen, Norelco, Ste phens 

After the 
his purchase and I am getting the 


components ling 


customer has paid for 


units together ivs Welan I th 
to sell him accessor uch 
pindle, turntable-base and cleane1 
I don’t mention these until the 
main sale } omplete because | 
e them a components combina 
tion that talk ll of the amount 
the yriginalls plann | to pend.’ 
Welan ittention to giving the 
ustome! the cst ompon nt 
ombination f I none 
off when 90 percent of them « 
tually buy additional unit 


Packaged Units Outsell Components 


Welan’s package-unit ile O far 
this year have led components br 
one-third. However, he ivs cold 
weather will sce do-it-yourself fan 
leaving vard and garden activities 
to favor indoor hobbi« uch a 


layouts. By 


; 
expect yearly vol 


building ymponent 
Christmas lhe 
umes fo! 
to be about equal 

With package units, | make no 
ecret of the fact that I can’t com 
pete, price-wis with big-city di 
ounters, i" Welan If I sold 
packages at 10 percent discount I'd 


have to double m | 


mnponents ind pa kage 


olume to make 
thr ime mon I make now. S« 
I don’t mpet 1] c—I com 
pete with by giving | 
( ‘ plu t nonths un 
tional in-he l 
\fter I fin hat eral 
thre ton I 1 
id vh hy it nit he. 
' 
7 } il 
; tort u } } t 
ta vith at ! if | tar 
n k t with a tal 
l h I ll 1 | that 
} isn t thy t ‘ 
that det nin hd t If nece 
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The exclusive y Ultramatic 


automatic features mean more leisure for “holiday living”’ 


ger of burning or boilovers. Thermo-Set makes every 
pot and pan ‘‘automati 


ROTA-RAY BARBEQUER means more fun for the 
whole family. Now they can hold a barbecue any day 
of the year—rain or shine. Automatic pit keeps meat 
or fowl turning slowly bastes it in it 

1 tar 


making it deliciously juicy rc 


CALORIC APPLIANCE 


MEAT THERMOMETER ric DEPARTME? rv 


| 
| 

| Please 

} 
| 
POINT OUT AUTOMATIC FEATURES AUTOMATIC CLOCK-CONTROLLED OVEN 
ookir | 
| 
| 
| 


memnarer< the jitun té imury ¥ 


THERMO-SET TOP BURNERS 


r¥ 


bee eee ame ane amp caw axe @ 


CALORIC APPLIANCE CORPORATION, TOPTON, PA. «© RANGES « DRYERS « BUILT-INS «© DISPOSERS 
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MOTOROLA ENGINEER SHOWS HIGH-VOLTAGE COIL OF 1958 MOTOROLA 21” TV 


EXCLUSIVE! You demonstrate the sharpest, 
clearest picture in every table model and console. 













Did you ever try to read with a dinky 40-watt bulb special silicon compound at 285° F. (highest temper 
when you really needed a 100? If so, you'll appreci atures used for this in the industry). 
ate Motorola’s 20,000-volt picture power Result, a coil so powerful, so dependable it’s tested 
It lets you demonstrate the brightest, clearest pic to withstand not just 20,000—but 30,000 volts. In 
tures ever. What a difference! fact, in recent lab test 40 sets operated 2,568 hours, 
And only Motorola has it. Because the Motorola without one coil failure 
designed and Motorola-made high-voltage coils are That's quite a sales story 
vacuum dehydrated at 310° F.—impregnated with a And only Motorola has it! 
"eee eee ee ee ee a eee eee =: 


ALL THIS PLUS 
THIN LINE STYLING 
AND TOUCHBUTTON 














| 

ON-OFF IN EVERY Danish Modern console with the finest Motorola Thin Line TV with sound out front. Insta-Matic 
features. Insta-Matic channel changer. Golden tuning. Golden Satellite wireless remote control 
Satellite wireless remote control. Two powerful hi Power M chassis, 21" overall diagonal picture tube 


fi speakers. 21" overall diagonal picture tube, 263 with 263 sq. in. viewing area. Model 21T46 is 
MODEL Sq. In. viewing area. Model 21K83 in Walnut available in Mahogany or Blond Oak finishes 
Mahogany or Blond Oak finishes ‘ ’ 


Legs optional, extra 


verducheriamiembeemedenten (oot More to enjoy from 


in Canada: Addisons, Ltd 
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New Tube Sentry 


co 


{ 


ends main cause 


| | No Won der 
, Sdles 
af, @ Up 























High-style console with Golden M chassis. Tube 
lrouchbutton on-off. Signal Master 4-wafer 
Cascode Tuner. Oversize Golden Voice® speaker. 21’ 
tube, 263 sq. in. viewing 


available in Mahogany or 


sentry 


overall diagonal picture 
Model 21K73 
Blond Oak finishes 


area 





ELECTRICAL MERCHANDISING 





Motorola’s amazing electronic discovery 
THE EXCLUSIVE TUBE SENTRY 


What a sales story! A line that’s engineered to elimi 
nate 3 out of 4 service calls. How come? Motorola's 
exclusive Tube Sentry gets the credit 

The Tube Sentry cushions the surge of power that 
floods tubes and circuits whenever TV is turned on 
This warm-up makes tubes carry 7 limes their normal 
capacity of power. Naturally, it shortens their life 





Long, low home entertainment center with the finest 
TV plus a hi-fi phono. Golden Satellite wireless re 
mote control. Tube Sentry. Golden M chassis. Three 
hi-fi speakers. 21" overall diagonal picture tube, 263 
8q. in. viewing area. Model 21F8 in Walnut or Blond 
Oak finishes 


MOTOROLA 


NOVEMBER, 


1957 


, s 
*"e 
es 


ACCELERATED TV LIFE TEST IN MOTOROLA LABORATORY 









Tube Sentry performs this warm-up function safely 
in seconds, withoul the tube-tiring power surge 
You'll find Tube Sentry gives you something extra 
to sell. TV that stays young that lasts 2 to 3 time: 
longer 
Dramatic sales story? 
You bet. Effective, too 





Thin Line table TV 


Twin Golden Voice® speaker 
Golden M chassis. New exclusive Tube 
Signal Master Cascode Tuner. Touchbutton on-off 
(Legs optional, extra.) 21" overall diagonal picture 


Sentry 


—_— nn «es. sh he 





tube, 263 #q. in. viewing area. Model 21742 in 
Mahogany or Blond Oak finishes 
World's Largest Exclusive 





Electronics Manufacturer 





Under the shell 


of a TOASTMASTER 
Automatic Eloctut Water Heater 





The Life-Belt* 
a ‘loastmaster 
W ater 


unique in (WO ways first, it 


Klement in 
Automatic 


Flectric Heater is 





heats water with a high degree of 


efficiency. Second, in normal opera 





tion, its method of water heating pre 






vents formation of line and scale in 
side the tank. It is a scientific fact that 
scale begins to form, in an area where 
heat is Concentrated, at 178 I lo avoid 
scale formation, it is necessary to de 
concentrate the heat—to spread it over a 
wider area. In transferring heat to water, the 
Life-Belt Element applies the wide-area princi 
ple. The high temperatures are spread not only 
over its own 177 square inches, but also over a 
still greater area of tank surface thus prevent 

ing concentration of heat in any small area. Exam 
ination of many Toastmaster*® Water Heaters after 
as many as ten years’ daily operation has proved the 
effectiveness of wide-area heating in preventing scale 


' 
formation 


McGRAW ELECTRIC CO. + Clark Division 
5201 West 64th Street + Chicago 38, Illinois 





MGRAW§ 
EDISON 





TOASTMASTER 
Avitomotlic Water Heaters 
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HI-Fl: SETS AND COMPONENTS 


STORY STARTS ON PAGE 64 


i pomt on in 
om pone nt pe iker board 


[ show th 


customer everal 
package unit he carries Mag 
navox R¢ 3 Webcor and emer 
on) explaining the difference i 
their construction hen after he 


1 


elects a record, I play a unit in his 
price range After he hears that 
me, | pla 1 slightly higher priced 
model to show him what he can get 
for more mone 

If he doesn't hear a great diff 

e between the two units | tr 
to sell the onginal unit with 
\M-I'M radio. If he shows interest 
in the higher-priced unit, I try to 
vork him on up a high as I think 
he can go.’ 

Welan never jumps from a lov 
end unit to a high-priced model 
He says playing a vastly-better unit 
for a customer who can’t afford it 
may make him dissatisfied with thi 
maller unit, resulting in no ile 


1] 
it all 


Less Competition in Components 


Comparing the advantages of 


dealing in package and com 
ponents, Welan says “it’s hard to 
iv, because the two lines are so 
different. But in my situation I 
might give a slight edge to com 
ponent They give me greater 
profit (40 percent before discount 
ind delivery and service are eas‘er 

Warehousing is obviously easier 


And | have less 


competition in that line since the 


with components 


nearest components dealer i 
miles away But most important 
from the sales angle, component 
give me greater flexibility; I can 
put together any combination in 
ilmost any price range 

“On the other hand, packages 
ire still the greatest in demand 
components are comparatively new 
Also, demonstrating component 


takes twice as much time as show 


ing and playing a few packa 
unit 

Enlarging on the warehou 
problem, Welan says he kee 
three to six back units for popula 
line of amplifies tunel ind 
peakel With the pa kage hie 
trics to keep it least one back set 
for “fast movers,” but saves most 


of his warehouse pace for TV 
Welan’s overall operati m stach 


up like this: On an annual volum« 


f $50,000 in hi-fi, he average 
ibout percent gro profit 
| SOU. On the other side of the 


we, he again pushes top units in 
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his VV line i ig 25 percent 
ro proht n 0.000 annual 
olume of TV sal He says the 


few radios he moves are an gligible 
part of overall volum« 

Hi CTVICE do« nt ( if 

pay its 

’ 

covering bench space, repairmen’s 


Ifo gToO 
) gr 


profit because it ywn way 


salaries and expenses of a single 
truck 


Custom Jobs a New Field 


l'o stimulate — the till-new”’ 
ymponents market in his area, 
Welan advertis “Cust Installa 
tion He says queric this are 
few, but people who « inquire 


ibout this service are given an eve- 


ning appointment at an hour con 
nient to them 
Welan goes to the | ie, learn 
vhat they plan t pend ind sees 
the room where the fom unit 
to be placed. He nakes a 
rough sketch of the electronic lay 
ut he thinks best, ar ives the 


ustomel! in timate for com 
ind wiring 
I seldom try to ite labor 


for cabinetwork,”” says \Welan. We 


ponents part 


have nothing to do the car 
pentry angle o it’s | for m¢ 
to say how much anot! man will 
charge 

He originally made istom esti 


ind only 
ictually 


mates at no charge but f 
10 percent of the peo 

came in and bought iponents 
Now he charges a $20 
fee which can later be credited to- 
nents at 
insurance 
igainst people who will get the 


froin him 


ward a purchase of comp 
his store This is hi 


estimate from him, then purchase 
the components from the discount 
house Ss. 

are for 
remodelled homes, some are new 
it speak 
prefer a 
multi-speaker system p! in dif 
ferent areas of a single room. We 


lan neither 


Some custom estimate 


ones. Some hi-fi fans wa 


ers in every room; oth 


pushes n ignores 

possibilities of custom hi-fi. At 

present he is watching t which 
Wa\ the tide will PO 

Past and Future 

| IKINY a ig-t In ] it the 

hi-fi pictu Welan “Last 

cal an} r\ ) m three 


tim is large as hi-fi. By the end 
of this year the tw will be 

0. I expect the irity of 
hi-fi to keep on grov vhich 
ever way it goes—] com 


ponent I'll be ready f t.” End 


SING 








ELECTRICAL 


She saves half the time 
...boss saves all the cost! 


MNralionals De \uxe adding machine... 





' 


Live Keyboard’ with keytouch adjustable to each operator! 





Saves up to 50% hand motion—and 
effort! Never before have so many time- 
and-effort-saving features been placed 
on an adding machine. 

Every key operates the motor—so 
you can now forget the motor bar. No 
more back-and-forth hand motion from 
keys to motor bar. 

Keys are instantly adjustable to each 
operator's touch! No wonder operators 
are so enthusiastic about it. They do 
their work faster with up to 50% less 
effort. The new National not only has 


new operating advantages, but also has 
new quietness and new beauty! 
“Live” Keyboard with Adjustable 
Keytouch plus 8 other time-saving 
features combined only on the National 


Adding Machine: Automatic Clear 
Signal... Subtractions in red... Auto- 
matic Credit Balance in red... Auto- 
matic space-up of tape when total 
prints... Large Answer Dials... Easy- 


touch Key Action .. . Full-Visible Key- 
board with Automatic Ciphers... 
Rugged-Duty Construction, 


THE NATIONAL CASH REGISTER COMPANY, pvayron 9, onio 
989 OFFICES IN 94 COUNTRIES 
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A National “De luxe” Adding Ma- 
chine pays for itself with the time- 
and-effort it saves, continues say 
ings as yearly profit, One hour a 
day saved with this National will, 
in the average office, repay 100% 
a year on the investment. See a 
demonstration on your own work 
Call nearest National branch office 


or dealer, See phone 


* TRADE MARK REG. U, ©. PAT. OFF. 


poe gahcin§ 


ACCOUNTING MACHINES 
wen parte (No Carson Reauinep) 


book yellow pages 
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New General Electric 





OPERATION 


BIG TICKET to get your full share of 





Realistic Big Ticket Plan, available through 
the help you need—from 
ODAY’S astonishing kitchen appliance market, with its 


heavy trend toward complete kitchens, is big, booming 
and begging for attention. 





Its surface has barely been scratched. 














i ; - 
(7 4 Tr Now Big Ticket comes up with a complete program of 
_- 4 
rt if f all-out assistance to let you capitalize on this opportunity. 
) ‘AP... 4 Now you can sell the most wanted line of complete kitchens 
, practically on a shoestring. 
— ii Ze 4% ® We're not asking you to swallow that whole. We want 
ps “3 "a Geer to tell you what you get on Big Ticket—from beginning 
J tol | ae | =» | —~ batlies to end. 
“Geis ! : - ™ | 
ewan. OF First of all: realistic financing. Big Ticket begins by giving 
er ee . you the most effective selling tool in the business—a spar- 
Aa 3p kling General Electric Display Kitchen—on credit terms 


available through General Electric Credit Corporation. 
For instance, for as little as 10% down, you may be able to 
put a display kitchen on your floor. That’s a// the inventory 
you need. Your General Electric distributor supplies the 
units you sell as you sell them. 

How do you pay for these sold units? Under its Work-in- 


’rogress Plan, General Electric Crec } rat 
For as little as $180.00—a 10% down payment — you may be able to put Progress Plan, General Electric Credit Corporation will 
a G-E Display Kitchen like this on your floor. And that’s only the beginning. finance your total outlay for major appliances until your 


Read these pages and find out more! customer’s Kitchen is completed and accepted. 





You sell without inventory! Your General You sell the most preferred line in the busi You sell the most pre-sold appliances! 
Electric distributor supplies all appliances ness! Independent surveys prove General Wherever you look—or listen—there’s G-E 
as you need them. Electric ranks first with women Major Appliance advertising. 
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sales plan helps you 





the rich, ripe kitchen market! 


your General Electric distributor, outlines all 


floor plans to finance plans! 


ELECTRICAL 





Now ... about customer financing: New General Electric 
Credit Corporation Kitchen Modernization Plan lets you 
sell for as low as 10% down with less than typical monthly 
car payments spread over not 1, not 3, but 5 full years. 
To help you handle installation 
that go with it 


and get the extra profits 
your General Electric distributor’s factory- 
trained specialists will work day-by-day, step-by-step with 
you on selecting and setting up a complete installation staff. 
That’s only the beginning. General Electric distributor ex- 
perts will be at your service to help plan your kitchen 
layouts, color schemes, decoration, design. They’ll make 
estimates, blueprints, supply color swatches, even give sug- 
gestions on painting and floor covering. 

If you wish, you can take advantage of a complete selec- 
tion of hard-selling mat ads, radio scripts, full-color promo- 
tion slides, and a full-length technicolor movie for use at 
women’s group meetings. 


And what a line of kitchens you'll sell! The General Electric 













Electric Display Kitchen. 


No inventory problems 
Electric distributor warehouse. 


Plans 


agar WRN 


Most pre-sold line in the business. 


YOU GET ALL THIS... AND MORE 


1 Delivered to you for as little as 10% down—a new General 


Liberal customer finance plans—up to 5 years. 


you simply order from General 


plus color, flooring, painting suggestions. 


line is years ahead in style, completely integrated in color 
and design, packed with more sales features than any other 
line 10 the industry. 

Think it over. This market features a high margin profit 
picture. When you sell complete kitchens, you're not com- 
peting on a single-appliance price basis. You're dealing on 
a service basis in the sale of tailored multi-appliance units. 
And the man who can supply the service in this new field 
is the man who can get the sale 
unit profit. 


and the whopping, multi- 


The big beauty of Big Ticket is that it makes it possible 
for you to supply that service and still have time to do the 
sell. 

Add it up. This booming kitchen business 
difference in your career. Get in on the ground floor 

See send in the 
coupon. General Electric Co., Home Bureau, Appliance 
Park, Louisville 1, Kentucky. 


job you do best 
can make a big 
now. 


your General Electric distributor—or 





Live Better... electrically 


GENERAL @@ ELECTRIC 
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General Electric Company 

| Home Bureau 

| Appliance Park, Louisville 1, Ky. 

| Gentlemen: I want to know more 

{ about your new Big Ticket Plan. 

| le oe 

f Midas. st .c0cee ee 

i fo fe > oe State 
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He Won't Tell 


STORY STARTS ON PAGE 66 


cannot do this without complet 
control of the installation, includ 
ing particularly the antenna. With 
out an inspection of the house, it 
intenna and its location, they can 
not and will not give a firm price 
In many cases, Hunt customer 
must go as high as 85 ft. on a 
tower for a picture. Some custom 
ers insist on pulling signals from 
is far as the ‘T'ri-Cities—Davenport, 
Rock Island, Moline—some 90 
miles away. All this, of course, add 
to the sales total 

Charles Hunt always presses for 
ome kind of commitment before 
he lets store customers walk out 
If they won’t buy, he’s satished 
vith a date to see them at hom« 
lhough he can’t sell them right on 
thie pot, he wants to “hit ’em 
iain” before they have a chance 
to go el ewhere. On this basis, he 
is assuming the role of a sales en 
gineer, and making the sale of the 
et merely the end result of a plan 
to provide a service for the cus 
tomer. Often, he'll “drop by” the 
ime evening, and, in most cas¢ 
le then in his best 


cw up the 
just visiting” manner. He can af 


ford to do this because he visits 





every buyer’s home anyway. 


(Continued on page 90) 


WILL HELP WIN SALES 


The long life and dependability of Lamb Electric 


Motors has been proven in many thousand 
applications during the past 41 years. 


In the appliance field, as well as in other fields, 
Lamb Electric Motors have gained an outstand- 
ing reputation for ruggedness and reliability. \ 


} 
Long motor life is one of the many reasons why » / got 
Lamb Electric motored appliances are so popular 
with both dealer and customer. 


THE LAMB ELECTRIC COMPANY * KENT, OHIO 





“Qe 
or? \er ae 
e° gee : 8 
. ante wre <0) 
teers parts ’ oo ne x . gen 
a o® ner” ’ ye ao? 
\y \ we 
. no Xs \ot® od 
: a ge” d \\ et? ow” 8 
Weight-saving g Turbine for \w ind se y oh 
nd" ane «en? 
motor for q hue — canister-type ere® ne 9 NI Xe 
home appliances vacuum cleaner. i) \s go 
s of Ao 
\ \ 
ne” “08, ne 0? \ e Wek 
\ ' 
sen’ yo" \ sfor'® ne ere 
\ 2 a | 
— — eo e so as Kol 
ae ws 
* \ek 
gee 
+ ) 
ub Electric oo 
“ELECTRICAL 





SPECIAL APPLICATION Bugg 
" FRACTIONAL HORSEPOWER OWE 
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“! sell 
scales in 
the ads and 









~ 
Pp pa 


TERRIFIC 


New 
cale Display 


... Featuring “Miss Borg” 
who appears in 
Fall National Ads 


EO F< < 














yours 
with new deal by 


BORG 


The BIG name in bath scales 


At your wholesaler now 
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Can 


your 


stomers 
wash dishes 


with a 


price 
tag? 


EMONSTRATE the features you can see! Show your cus- 
tomers why KitchenAid is the finest made...why there 
is a difference in price—and in results! 


Other dishwashers make claims of dishwashing efficiency 

but KitchenAid can prove its superior performance. Just 
ask your customers what they expect from an automatic dish- 
washer. They'll tell you three things, none of which is star- 
tlingly new—they expect complete washing, thorough rinsing 
and drying. The dishwasher that does these things the best is 
the best dishwasher. It’s as simple as that 


You can show the washing and drying actions of the 
KitchenAid. No other dishwasher in the industry has anything 
like them. The huge revolving wash arm, with perfectly posi- 
tioned jets, covers every inch of the spacious wash chamber, 
power washing and rinsing with water far hotter than hands 
can stand. The most stubborn foods and greases don't stand 
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a chance. Plates, pots, pans, silverware—everything comes out 
hospital-clean. This is the Hobart washing action that has 
proved so successful in the large commercial dishwashers serv 

ing the world’s largest institutions, YOUR CUSTOMERS CAN SEF 
THIS FEATURE 


KitchenAid is the only home dishwasher with separate 
motor and blower fan for complete, sparkling, sanitary dry 
ing. Electrically heated, circulated hot air forms a continuous 
drying pattern that covers every piece in the two spacious, 
cushion-coated racks. YOUR CUSTOMERS CAN SEE THIS FEATURE 


KitchenAid is engineered to do a job—not scaled down to 
meet a price. Dealer records show it does the job—with less 
than 1°%% service calls. That is mighty important to you, Mr 
Dealer. So are Hobart’s tremendous advertising program and 
the unequaled word-of-mouth selling support you get from 
enthusiastic KitchenAid owners. You profit from your efforts 
in behalf of KitchenAid... you're backed by the oldest and 
most respected name in the industry—Hobart. What more 
could a dealer ask for? 


Write to KitchenAid Home Dishwasher Division, Dept. KEM 
The Hobart Manufacturing Co., Troy, Ohio. In Canada: 175 
George Street, Toronto 2 


hhiitchenAid - 


Phe Finest Made... by 


LB 


The World's Largest Manufacturer of Food, Kitchen and Dishwashing Machines. 
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HE WON'T TELL 


STORY ON PAGE 66 


cwcowe tho THE LIQUOR STORE THAT DISPLAYS THIS SEAL FEATURES 
ney THESE PRODUCTS TO SIMPLIFY YOUR GIFT PLANNING % 
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Test Before Delivery 
If 
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| j 1 
tistaction For the Top of Your List America's Most Desired Gift Same Fine Old Forester Ke 
aT bal tan { cash Personalized Old Forester Bourbon in its 1957 Decanter in Handsome Gift Wrap ¢ 
Hunt 4 ; ere , Entirely redesigned bottle and Famous registered...bonded New in convenience, old ir A 
_ , » th tion of tech 
( label, with recipient's own Old Forester, repeatedly cho prestige. Brand name remov st 
i 
name imprinted. Matching pre sen as favorite gift whisky in able. Gift wrap or decanter Y 






sentation box for extra prestige independent business surveys same price as regular fifth 
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HE WON'T TELL 


STORY STARTS ON PAGE 66 


li il tin th f 
tome t pre ide the best 
( e tor him nstead t vel 
ible merchant vho a I 
il 


When no non bill 


hands until the ustornn tate 


Brown-Forman’s new Business Gift Service helps your is satisfied, the Hunts feel that 
local retailer to provide large and small firms with they personally will not 
up ind will guarantee th 


the utmost convenience in prestige gift selection. 


, : performance of the set. A tua 
Look for this emblem in your pre-holiday gift planning. 


they have not vet had ad t 





ustomer or an installation th 
have had to remove, and th 


been actively cngaged in 


I'V since 1949 
Low-Price Buying 


Lhough the Hunts sell their om 
hanicise with vat mught 
termed non-price merchandisin 
they do not buy it that wa Vhe 


uy by the truckload, occasionall 


in carload, with, of course, fille 
privil ( mid the grab ever 
mil model and closeout deal that 
omes along, including picking uy 
display model from  distnbuto 
how ind left-over models trom 
thi previous veal They find that 
they can pa ilong some of th 
win that th make an buyin 
this wa md romain Competitive in 
the ile vere the ive dealin 
vith hopper Idi irc mo nie 
mol tending to handle just 
line RCA—-in television and rad 
ind generall ell the higher en 
WAH Wwe warsey eat weet * ‘i int ait ywovide plenty of in 
‘exchearedn* , petition for ~ il competitor but 
Hect surpr mgly high price inne 
isuall ell iercurt vv liancise at 
list 
Word-of-Mouth Sales 
Phi iso a msistent im the 


inatter Of proper in tallation, and 
turn away sales where the customer 
vill not allow them to make then 
recommendation regerding it 


tenna and wining. Charles Hunt, in 





thi onnection, pom! out that 
thi mnot afford to have a bad 
pictin credited to them. Wher 
there 1 1 po bility that Hunt Ap 
plian might tal thie rap for an 
bisatistactor 1B) thie vould 
much ith forego the prot on 
that nel ile I hie ire certain 
that nev toa bad job ould 
ulate even more rapidly than the 
O1es/, 8. F. O. CONPs nev f the good installations the 
nuttin i i da S 
Kentucky's Favorite Straight For the Extra Special Gift Old Forester + Kentucky Straight wu ry wir busin depend 
Gift Wrapped Early Times Early Times in Holiday Case - , : Ava tt : pr se ‘ cone 1 of mouth, they litera 
if America's best recommended Twelve fifths of the same wel Corp. « At Louisville in Kentucky not tab _— Ihey don't. T} 
sind Straight festively wrapped come f arly Times r specia Early Times « Kentucky Straight ist i ibd uit 7? 
ter Your choice of three different Christmas case. Ideal for er bon Wt y+ BEF f ti lend 
Early Times Distillery ¢ 
holiday color combinations tertaining, as well as giving sisville 1, Kentucky 
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Talk abo: 









high-end 
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Complete 





Starting 


self selling 


irket! 


it st yling 


them all for 58! 





ine price 
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Look at the line with 


the only demon 


Mow 


(Good 


both 


leaders 


feature in 


the 


Master leads 


price 


rotaries 


up % 


s, good 


ond 





Go Mow-MASTER 


... you'll love every dollar of it! 


Check the selling edge in the Mow- Master line and see if it isn't 
just what you've been looking for! Start with Stand-Up Starting —the 
only demonstrable sales feature in the industry! Customers can't resist 
trying it—and then they're sold! Look at 
Mow- Master's fabulous Fairlawn 400. Rugged, handsome and 
profitable —the nding mower with multi 
purpose features for year ‘round selling! 
Mow- Master's the line with the dealers’ choice: Price leaders, reel-type 
mowers, electrics, superbly styled deluxe models and a 
big new 19° self-propelled model at a shopper stopper competitive 
price and full profit! Full-color literature, distinctive display 
everything you need to tie-in with Mow- Master's national 
idvertising. You get it all in the line with the selling edge! 


(jet the Mow- Master deal now! 


PROPULSION ENGINE CORPORATION 


tne 311 Marion Avenue + South Milwaukee, Wisconsin 


thbsidiary of Food Machinery & Chemical Corporation 
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DO-IT-YOURSELF KITCHENS 


lated into a set of specifications and 
plans, which I made up myself, and 
which the customer 
old 


drainboards, 


in follow in 
removing walls, 
sinks etc., 
and installing the new equipment 
Usually, we find, the do-it-yourselfer 
who is remodeling a kitchen for the 
: lot of es 
so we take care of 


partitions, 
cabinets, 


first time will overlook 
sential details 
these problems for him in advance, 
check list and 
covering all of the problems which 
the 


customer 


using a reminder 


he is encounter on 


hen, if the 


going to 


single plan 


runs into unexpected problems 
which he cannot handle, we don’t 
hesitate to leave the office and to 


rush out to the home to give him 


Selling the de 


it-yourselfer is still a service job 


the necessary help 


“Keep the Customer Sold’ 


Making up the original plan al 
ways required around three hours 
and has often amounted to as much 
is five hours of work Jones get 
valuable assistance from a salesman 
who w 1 paintin ind w llpapet 
contractor for some time before 
roing into the appli nee field and 
who can pass on the feasibility of 
various decorating aspects of thi 
job. Another man on the payroll i 
1 thoroughly qualified plumber and 
is rushed into the breach where the 
homeowne! find onnection 


} 


which he cannot break or that pipe 


tees or joints do not work out. 

1) 

It isn’t anything unusual for all 

of us to pitch in on a do-it-yourself 
kitchen project, swinging a ham 
mer, wrench, or other toc iust to 
make certain that the customer isn’t 
disappointed Jone 11 The 
important thing in selling this mar 
ket is t KCCDp thi tom 
id t leased th him 





STORY STARTS ON PAGE 68 


self.” 


it-vourselfers who have large, well 


He points out that most do 


equipped hobby shops are almost 
certain to invite others of the same 
ilk around to admire their results 
This, naturally, leads into more do 


it-yourself sales for Jones. 
22% Profit, More Sales 


In selling 17 extra jobs over and 
above those installed with his own 
personnel, the St. Louis dealer kept 
a careful check on relative profits. 
Last year figures show that where 
store-installed kitchens 
profit of between 22 and 35 pet 
cent overall, that 
sales proved out to around 22 
“We can 


do-it-yourself kitchen customers as 


showed a 


do it yourself 
sell five times as many 
those who want us to do the in- 
stallation work, Jones 
emphasizes. “We also escape most 


however,” 


of the headaches which are involved 
in working with sub-contractors, 
carrying out liaison work and mak 
timates and 


Ing wrong guesses in ¢ 


othe I probl aa 
Kitchens for Cash 


Jones is likewise pleased with the 
fact that around 75% of his do-it 
kitchen customers 
to pay cash for their appliances and 


yourself want 


the remainder, on open- harge buy 


ing, usually pay all bills within 
three months. Where kitchens are 
Jones-installed, around 20 to 
percent ask for a FHA ‘Title One 
loan; the remainder pay cash. Con 
equently, his experiences with 
financing the kitchen sales program 
have been pleasant from start to 
finish 

Almost any homeowner is a do 
it irsclt prospect if he own in 


Continued on page 96 
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YOU LEFT THE DOOR TO YOUR PLACE UNLOCKED? 
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FINSTER. DID YOU KNOW 


1957 





SYMPHONIC 
Has Everything for 


Christmas Gift Sales! 












8 






0 


matics... 


combinations 





NATIONWIDE SERVICE 
ORGANIZATION! 









More selling features 
Music 


.in exclusive 











combinations 


Write to Symphonic, 
Dept. 10E for Name 
of Nearest Distributor! 


Prices Slightly Higher South ond West 


x 


; HIGH FIDELITY 
PORTABLES AND TABLE MODELS 


Every model a leader in styling, per 
formance and valve! Manual and auto 
all 4-speeds with multiple 
speakers. In exclusive ‘Music in Color’ 


HI-Fl TAPE RECORDERS 


Standard and Stereophonic models 
Built to the highest quality standards 


in 





Retail List From 44.95 to 129.95 


smarter styling 
Color’ 


Retail List From 149.95 to 259.95 


SYMPHONIC RADIO & 
Ar P 


3 & 4 SPEED PORTABLES 


The most complete line 
automatics and radio phono combine 
tions, Every model in wide choice of 
exclusive Music in Color’ combinations 


Retail List From 19.95 to 64.95 


45 rpm RECORD PLAYERS 


Two distinctive models 
every buying demand. America’s 
beautiful 45 rpm portable and a mod 
ern table model that converts 
portable with matching carrying case 


Retail List 32.95 and 42.95 


of manvals, 


bs 
DOUBLE WARRANTY! 
1-Yeor on Tubes and Parts, 
3 Months’ Service 


y xP 














that satisty \ 


most 


info a 





f* 


DEALER AIDS! 






HIGH FIDELITY CONSOLES 


Every model an outstanding achievement in 
styling... performance and value. In Ma 
hogany, Walnut, Blonde and Ebony to blend 
with every home decor 


Retail List From 139.95 to 269.95 


ELECTROWIC CORP 


Ma ‘ ‘ he he 


erica’s Largest Exclusiv acture nogép 
235 JERSEY AVE, NEW BRUNSWICK, WJ 


SALES BUILDING ‘i 
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Hotpoint COMBO 
Washer-Dryer 








wb 


f 


sets the pace in 


STK 
AIGA 


owballing — 











cools 












FLEXIBILITY and CONVENIENCE! 





ON OFF 





MASTER 
CONTROL 


Master Control Switch 


for added convenience 
Starts and stops entire 
operation at the touch of 
a button 


PLUS 








Pre-Selection 
of Wash Times 





set the Wond-R-Dial for 
desired wash time before 
cycle begins. No waiting 


Pre-Selection of Drying Heat and Time choice of four tem- 
peratures, including Tumble Only; drying time up to 90 minutes. 


Color-Lighted Pushbutton Controls fingertip convenience in 
selecting wash and rinse temperatures and drying heats. 


Vent-Free Drying exclusive rotating Cold Wall Condenser 


drying eliminates necessity for venting. 


Two Separate Washing Cycles controlled by Wond-R-Dial. 
Normal for regular loads; Delicate for synthetics. 


See-Thru Port convenient window in door permits observation 


of any part of the cycle. 
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le 


...and the : 


©) Washer-Dryer 
is setting the pace! 





Looking for increased Home Laundry sales? 
Well, look straight up—that’s where Combina- 
tion sales have gone! 


And they’re going higher, faster, each year. 


Now is the time to corner your share of this 
booming market, with the pace-setting Hotpoint 
COMBO. It has all the time-saving, labor-elim- 
inating features women prefer. It has the flexi- 


bility of operation that meets every home laundry 
need. It’s a Washer only .. . or a Dryer only... . 
or a Washer-Drver Combination—three com- 
pletely automatic home laundry appliances in one 
compact, space-saving, distinctively-styled unit! 

Your Hotpoint Distributor has all the facts. 
See him today — he will be happy to show you 
why the Hotpoint COMBO is setting a fast pace 
in profitable Combination sales. 





sets the pace in sets the pace in 


LAUNDERING RESULTS! SAFETY and QUALITY! 















i | 


HEATER 


qa 











i a 
Wonder Heater Six Porcelain Fluf-Fins Safety Door Switch Porcelain Top 
when needed, a push of a greater number of fins pro automatically stops oper entire work surface finished 
button boosts wash water vides more efficiency during ation when door is opened in durable stain resistant 
temperature to assure entire cycle. during any part of cycle porcelain 


greater washing efficiency. 


PLUS PLUS 


Calrod® Heating Units completely sealed, provide positively- 
controlled drying heot. 

Bullt-in Motor Protection automatic control protects the motor 
against overloading. 

Porcelain Drum and Chassis mirror-smooth surface protects 
clothes, lasts for years. 


Three Deep Tumble Rinses clothes are certain to come out 
minus suds, soil, lint and sand. 


360 RPM Spin Speed faster drum revolution assures more effi- 
cient spin drying. 


More Spin-Dry Holes for even greater spin drying efficiency, 
the Hotpoint COMBO drum has 4068 holes. 


LOOK FOR THAT Hotpoint DIFFERENCE! (your Customers do!) 


Combination Washer-Dryers - Automatic Washers - Clothes Dryers - Electric Ranges + Refrigerators « Food Freezers + Air Conditioners + Customline » Dishwashers - Disposalis« 
Water Heaters - Television * HOTPOINT CO. (A Division of General Electric Company), CHICAGO 44 
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DO-IT-YOURSELF KITCHENS 


STORY STARTS ON PAGE 686 


older home, the St. Louis dealer 
says. He feels that the hard work 
which he puts into the planning 
most of it under the customer's 
eyes, has worked out so well that 
it is possible for a man only mod 
erately handy with tools to turn out 
a thoroughly respectable installa 
tion. “We try to work up an ‘op 
crating triangle’,’”’ he said. ‘So that 
all of the major apphance vhich 
the housewife will use are grouped 
within 21 square feet for efficiency 
and only then go into the appear 
ance aspects of the job. Pointing 
out to the homeowner that he can 
readily have such innovation a’ 
copper tile, a completely hidden 
dishwasher, combining a dishwasher 
with existing laund equipment 
plumbing and so forth, has a spe 
cial magic for the do-it-yourself 
prospect.” 


From Doctors to Cabbies 


A typical example was a St. Lou 
doctor, owner of an old fashioned 
three-story hon im an excellent 
residential area J i Vi Ome 


what surprised when originally ap 


proached by the doct vho had 
budgeted $2,500 to remode 
16x12 foot kitche: piet vith 
uch anachron 

drainboard, butt Mm 

octagonaltile fl nd a 14-foot 
high ceiling. Jones found the do 


tor had a_ thorough! equipped 
hobby shop in hi a ind two 
teen-age sons, both hand vith 
tools, to help him Aft ve pro 
posed that the doctor ma the 
installation himself i Jone 

“we worked out a plan which illed 
for $1,200 worth of mat i] 7 
volving a 4 percent margim f 

the store md spent five hous 


in planning the work. ‘The kitchen 


remodeling = project ecamn i) 
enjoyable family activit ived a 
total of $1,300 in expens nd 
produced a model kitchen which 
we unhesitating! uggest to an 
dubious — prospect The doct 


dropped the 14-foot ceiling, put in 
1 triangular corner sink and cabinet 
inrangement with dishwasher, gar 
bage di po il, refrigerator i hot-top 
range, and a small electrical appl 
ince center all within a_ 10-foot 
pace. We were proud of that job 


‘Our prospect: have come from 
ill walks of life, but are invariably 
moderm-minded owner of old 
home usually with moderate in 
comes and thoroughly appreciative 
of any Opportunity to save mone 
on a major modeling project 
ivs Jon End 
AGE 96 





“THE YELLOW PAGES BRING US 
90% OF OUR APPLIANCE SALES” 


Says JOHN D. PHILLIP, Bethlehem, Pa. 


“We can trace almost all of our service 
business and 50% of our appliance sales 


to the Yellow Pages. 


“Just the other day we sold a $349 freezer 
to a new family in town who found us 
through our Norge trade-mark listing in the 
Classified. And that sale led to a dryer 
installation as well. Lots of the service busi- 
ness brought by our Yellow Pages ads leads 


to replace ement sales,” Says Mr. Phillip. 


More and more people use the Yellow 
Pages as their local shopping guide to 
nationally advertised products and reliable 
service. That’s why it makes sound sales 
sense for you to advertise under appropri- 
ate headings and manufacturers’ trade- 
marks ...and to include complete buying 
information in your disyiay ads in the 
Yellow Pages. Call your t lephone business 


oflice for details. 





JOHN D. PHILLIP 


CROSLEY 
ZENITH 


DUMONT 

EMERSON 

SENTINEL & SYLVANIA 
TELEVISION 


UN 7-7002 or UN 7-9012 


717 LINDEN 

















YELLOW PAGES DISPLAY ADS like this (shown 


ie tual ize} unde I I¢ levision Dealers & 
Service and Radio Dealers & Service 
bring in business from a wide area. 


NORGE HOME FREEZERS —————- 


Both Upright and Chest-type 
models. Variety of capaci 
ties. Food spoilage warranty 
included For authorized 
sales of Norge Home Freez- 


ers, Refrigerators, Gas Ranges, Electric Ranges, Washers, 
Dryers, Water Heaters, see below. 


“WHERE TO BUY THEM” 


DEALERS 
KEMMERER & SMITH Main ----- TE 8-845) 
PHILLIP JOHN D 717 Linda ------UN 7-7002 








19 TRADE-MARK LISTINGS under manufac- 
turers’ trade-mark headings in the Yel- 
low Pages reach prospects for Phillip’s 
complete range of products and services. 





JOHN D. PHILLIP has been advertising in the Yellow Pages 
for 12 years. He says, “They are terrific for developing 
new business.” 
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Who says. were hot intrested. inthe split dollan plan? 





“Of course we are!’ 


“Our husbands are happier 
in their jobs — and it’s an 







excellent answer to our family 
problem of carrying enough life 
insurance in spite of high 

living costs.”’ 


Mr. Employ Te through 
/Etna Life’s Split-Dollar Plan, 
at ivtually no cost to your 


business, you can cement the 
loyalty of your key people 
OTHER ATNA LIFE 
INSURANCE PLANS ARE 
SPECIALLY DESIGNED... 


to your company. And at 
surprisingly low cost to these 
employees, you provide the 
added protection that bring @ To protect PARTNERSHIPS against 
peace of mind and security liquidation or reorganization. 
to them and their families, @ To protect SOLE PROPRIETORSHIPS 
for heirs or selected employees 
Send coupon today for 
@ To protect CLOSE CORPORATIONS 


lot , 
( » “nie at 
Ccompiel information, from forced reorganization 


@ To cover the loss of a KEY MAN in 


any organization 





ATNA has a place in the 
LIFE of your Business 


JE | NA Lif E Aina Life insurance Company 


INSURANCE COMPANY Hartford 15, Connecticut 


Hartford, Conn 


I 
| Gentlemen 
Affiliotes | Please furnish me, without obligation, further information on Alina 
| Life's Split-Dollar Plan 
a < ¢ 
FAETNA CASUALTY AND SURETY COMPANY | Nome 
STANDARD FIRE INSURANCE COMPANY | Company 
| Address 
| 
1 
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New Eureka Dirt-Trap 


--»-WITH SENSATIONAL 1-MINUTE 









ean 





Eureka Store Display 


with Dirt Trap 
Excites Store 
Customer Interest 





Place Eureka on top of beauti 
ful new Eureka Hassock Chest 
Attracts attention—makes it 
easy to explain and demon 
strate cleaning power 





PAGE 


“Fun-Test” on 
anybody’s 


Make 


coat, 
hat— 
or the 








bare 


Eureka. Turn on motor and let prospect 


; Insert lower part of Dirt-Trap into top of 
feel powerful suction with hand. 


floor 


SHOW DIRT! EXCITE INTEREST 
with amusing, entirely new and 
different kind of store demonstration 


The sensational new Eureka Dirt-Trap excites immediate 
curiosity. Store customers inquire, “‘WHAT’S THAT?” 


It is this curiosity that quickly permits a salesperson to ex- 
plain and demonstrate the powerful cleaning action of the 
Eureka with the sensational new Eureka Dirt-Trap. It catches 


dirt! It shows dirt! 


It’s unbelievable, amusing and exciting to see the amount of 
dirt removed from a man’s coat, hat, or the bare floor with 


the floor brush. 


In homes, on upholstery, mattresses and hard surfaces, the 


Dirt-Trap demonstration is a sure-fire salesmaker. 


When dealers sell with exciting demonstration they sell better 
cleaners, at higher prices and with more profit. The new 


Eureka Dirt-Trap store demonstration makes this possible. 


EU R E K A witttA M § 


NOVEMBER, 1957—ELECTRICAL MERCHANDISING 











Makes Store Sales Easy! 


CLEANING POWER TEST! 














Stop motor. Lay special filter paper over Upper part of Dirt-Trap is then pressed Insert hose into top of Dirt-Trap. Turn on 
the lower part of Dirt-Trap locked in top down over the smaller lower part. This motor. Use cleaning tools. Dirt from coot, 
of Eureka Model 860 or 960. locks filter paper in tight, spread position. hat or bare floor deposits on filter paper. 









EXCLUSIVE! New Eureka Dirt-Trap 


Snecial Offer! fits Eureka Cleaners only! 


TO EUREKA DEALERS 





Get this terrific new clear plastic 
Eureka Dirt-Trap demonstrator kit 
with 100 filter papers now. Yours for 
only $2.50! 


* oo ) ym ". 
(Fouad ed by ‘ 
ood Housebeeping 
i ae 


#8 sevserues 


MIRE r PH 7 New EUREKA Special Roto-Matic New EUREKA Golden Crown Super Roto-Metic 
Complete with new 7-pc. set Complete with new &-pc. set 
of deluxe Attach-O-Mati« $ of deluxe cleaning tools $ 
Clip-On cleaning tools om Model 960 enema 
Model 860 
: COR PORATION «© Bloomington, Illinois 


In Canada: ONWARD MANUFACTURING CO., LTD., Kitchener, Ontario 
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PENTRON 
Premiere Line 
Hi-Fi TAPE RECORDERS 


*STEREO *MONAURAL 


to a profit boosting *325°° 


5S models to SELL=-from a low $9950 





the CLIPPER 


A fine quality well-engineered instrument at a 
low $99.50. Packed with cost-more features: 
Monomatic single knob slide type control, 
extended range speaker and amplifier system, 
neon record indicator, and straight line 

slot loading of tape! 

Sell up from here! 


the VICEROY 


Finest home recorder in the world. 
Magnificently styled. Professional 
features: 4 extended range 
speakers, 10 watt 

push-pull amplifier. 2 LC crossover 
networks, automatic shut-off 

at end of reel, illuminated 

VU meter and response of 
10-15,000 cycles. Also: 

Unimagic single lever control, 
automatic braking, safety 
interlock button, and professional 


record/play/erase head. 





PENTRON PROTECTED TIME PAYMENT PLAN 
® NO HOLDBACKS—100% payment on delivery 
® NO RECOURSE TO DEALER OR DISTRIBUTOR 


© “PLAY AS YOU PAY’''—10% down 


Up to 24 months to pay 
3 way insurance protection 


IT'S EASY TO SELL UP AND INCREASE PROFIT! 





PENTRON is the pioneer and largest exclusive maker of 
tape recorders in the U.S. With more than a decade of 
experience, Pentron is the unquestioned leader in qual 


ity, styling and engineering 





601 S. TRIPP AVE., CHICAGO 24, ILL. 
IN CANADA: ATLAS RADIO LTD., TORONTO 


DISTRIBUTORS: A ie a exclusive territories still available 


wire or 
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APPLIANCES BY CARLOAD 


STORY STARTS ON PAGE 72 


even between automatic washer 
ind combinations. For the auto- 
matics, all high in the line, Curran 
paid $180 apiece. He sold them 
fast for $269, $80 below list. 


(he combinations wer top of! 
the line with a suggested list of 
well above $50 [hese cost Cur 
ran $315 each. He advertised 
them heavily, without a price but 
making it clear that they were lin 
toppers. He ld them for $389, 
ind at a time when Portland’s going 
pri for a $499-list combination 
with trade-in, was $399 


With thi ir, he made $89 
from each of about 42 automatic: 
74 from each of the same number 
combinations, at th ime time 
taking a giant stride toward estal 
lishing his new St. John Street 
tore with the Portland publi 
In addition, the car brought him 
51.000 of 100 co-op 

Obviously, all of Curran’s buys 
iren’t this spectacular. A fair ex 
imple of one of his bread and but 
ter pieces is an_ eight-cubic-foot 
deluxe Frigidaire which he buys 
for $133 and sells for $179, $50 
off list. He shoots for at least a 
$40 markup over cost on whit 


good 


Operating On 20 Percent 


Percentagewi Curran nee¢ 
20% to opt it it both of h 
stor His target is 25% to 30 
out of which comes nothing f 
delivery, ver ttle for handling 
Customers pay for the former, to 


I 
the tune of $6 per picce in Port 
land, proportionately higher out 
ide. As for handling, a commercial 
trucking servi unloads Curran’ 
irs and puts the merchandise into 
the St. John Street store for from 
$20 to $25 a car. In return, Curran 
gives the trucking company plent 
of out-of-town delivery work 
Curran’s selling price includ 
elementary installation (uncrating 


the appliance, assembling its com 


ponents, leveling, calibrating 
adjusting For jobs requiring 
piping, Curran has a call-list of 
four plumbers. Wiring can be 


done by his own. electrician 
Plumbing and wiring are figured 
separately, but included on a 
single bill 

Curran’s yellow and black price 
tickets are of exaggerated size (10” 
X 6”), necessary to make them 
stand out in the huge, rather 
disordered interior of the former 
freight shed Their top corners 
ire clipped in the shape of a tag 
They carry the model, serial and 


/ 


Continued on page 102 
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LAST CALL...CLOSES NOV. 30! 
Ladies’ Home Journal & NARDA’s 


for Appliance, Radio-I'V Salesmen... 


“Creative Retail Sales 


Who will it be 


this year? 





Ath Annual Contest 





of the Year” 


PRIZES | $1000.00 IN CASH PRIZES! Do you know an appliance or radio-TV 
Grand Prize...$500.00 plus silver plaque and all i“ retail salesman who used a bright selling idea to get business in 1957? You can 
expense round-trip to Chicago for presentation of help him win big prize money! 
award in January 1958 
Here’s all you do. Just send coupon below for a supply of official entry blanks. Get 
peat i prizes, for winners in each of these 4 your salesmen to write down their selling ideas in their own words. Literary ability 
doesn’t count. It’s ideas we’re after! Remember—send for entry blanks today! 
Complete kitchens $125.00 y 
Major appliances 125.00 Z 
Electric housewares 125.00 RULES 
Radio & TV 125.00 1. All entries must be sent on official entry form avail Writing ability is not important—only the selling 
plus bronze plaque Sicca Joumal’ independence Oe.” Pruledsipttie 8, Be ge NINE ORNS 
100 Certificates of Merit . Libaee enllan of aausioe bes maar ca s ‘Shaehes aames tie eedtuniendt maa Gara ne 
ance electric housewares and/or radio and TV Saturda November WO. 10 


“JOURN 


Mr. Georges J. Birgy 

Appliance Merchandising Manager 
Ladies’ Home Journal 

independence Square, Philadelphia 5, Pa. 


Please send me official entry blanks for the fourth 
annual LADIES’ HOME JOURNAL-NARDA contest for Crea 
tive Retail Salesman of the Year in the Appliance, Radio-T'V 
Industry. 

NAME 

ADDRESS 

CITY ZONE STATE 


Contest closes midnight, Saturday, November 30, 1957 


ts 


Independence Square, Philadelphia 5, Pa. 
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and last 





Because so much depends upon the electric heating 
element, today there are more NICHROME heating 
elements in more appliances, by more manufacturers 
than ever before! 


...and NICHROME costs no more 


J Driver-Harris HARRISON, NEW JERSEY 





MAKERS OF THE ME MPLETE LINE OF ALLOYS FOR THE ELECTRICAL. ELECTRONIC. AND HEAT-TREATING INDUSTRIES 





APPLIANCES BY CARLOAD 


STORY STARTS ON PAGE 72 


tock number manufacturer's list 
price and, in the largest space of 
all, Curran’s price. When a sak 
is made, the customer's name go¢ 
on the crate Ihe price ticket is 
removed and taken to the office 
vhere notations are made for th 
St John Street store phase ot 
Curran’s Kardex control system 
Kach evening ill of the tags 
collected that day are sent to the 
in-town store, which is the firm’ 
headquarter Here, the following 
morming iles for cash or on a 
Q-day charge are written into the 
master Kardex file, and clearance 
tarted on conditional ile 


contract 


Conservative Ads 


Not in the discount tradition 1 


Curran idvertising Since most 
of hi CO-Op illow mice Carr 

lowest advertised price agreement 
he can seldom publi h his sellin 
rice he word “discount” never 


ippears ina Curran ad though the 


idea “discount” 1s exactly what the 
retailer want to implant in hi 
prospect mind 
Ihe ads are big (usually fiv 
umn by a page ind generally 


uncluttered, with white pace often 
used to advantage Curran, who 


writes the institutional copy and 


make the layouts by ufting ind 
regrouping manufacturer mat 

uses a few large illustrations per 
id, rather than a_ bey of small 


om This adds to the dignity of 
th tor idvertising tvle be 
goes back again and again to the 
use of the word “giant in hi 
copy for the St. John Street store 
vhich, incidentally, is accounting 
for his entire ipphance idverti 
ng budget 

Curran idvertis cash or 
budget at th ine low price 
ind offers choice of a 30-day charge 
or time financing through GE.C¢ 
CGMAC or a local bank. He has no 
hookup with an independent com 
mercial loan mpan doesn't 
vant ustomers whos redit 
that wobbly 


Since opening his St. John Street 


peration Curran has been consol 
dated warehousing thi it a i 
i month in pace ent 
i igure representing n irly half 
Hi rent for the freight shed 


When lh opened, most of Port 
land’s dealers were hostile. Some 
it's believed, asked distributors not 


to sell Curran. This ill will is be 


ginning to evaporate however, a 
it become ipparent that there 

room for all r nearly all, in the 
Portland appliance pictur End 
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Me ROMY. | 





than 
Just another 
line of 
batteries 








...for Plus Profits this Fall 


Mallory 
Mercury Batteries 


Brand New Concept— Mercury batteries, pioneered by 
Mallory, pack big power capacity in small size... 
deliver far longer life both on the shelf and in service. 
They offer unique features to your customers... new 
opportunities to you. 


Help Portable Sales — Mallory Mercury Batteries are 
an ideal transistor power supply. They insure top radio 
performance, lower cost per hour, and the convenience 
of less frequent battery changes—thus make the sets 
you sell even more appealing. 


Greater Profits for You— You sell at standard mark-up 
with a higher unit sale. Your volume grows fast with 
the increasing interest in transistor portables. This 
means plus profits! 





See Your Distributor—or write for the name of the nearest 


Mallory Mallory Distributor. Get the details now about the plu 


profits offered by the Mallory Twin Battery Line. It’: 


- . 
bad backed by a year ‘round program of merchandising and 
Zinc Carbon Batteries national advertising ; 


For both tube-type and transistor radios, Mallory Battery Company 
and for flashlights too, Mallory Zinc-Carbon A Division of 
Batteries offer complete dependability 


based on 35 years of dry cell engineering P.R. MALLORY & CO inc 
and manufacturing experience. 


MALLORY & CO. Ing LILLE LiL eT 
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SAFE 


AT 
7 


GUARD 


OBSOLETES 


ALL OTHER SLICERS 


(including our own earlier models) 


NO OTHER sticerns ARE AS SAFE... 





NO OTHER SLICERS OFFER SO MUCH PROTECTION 


ST} 


SAFE KE) GUARD 


PENDING 


PATENT 


AND TOUCH CONTROL REMOVABLE PLATFORM 
ARE NOW STANDARD EQUIPMENT ON ALL 


SLICERS 

WITH MOVABLE 
PLATFORMS 
Models 


available to list 
from $14.95 with 


Regular or Serrated GeneRated 


edge knives 





SLICING MACHINE CO. 
WALDEN+ NEW YORK 


Slt 
SAFE\E) GUARD 
MERCHANDISING KIT 

it’s in the bag—yours free for the asking.\ »"' 


ae 


“ 


OBsO.eres | 


SLICING MACHINE COMPANY, INC 
WALDEN, NEW YORK 


Please send me your free bag full of news about Safe-T-Guard 


NAME 
COMPANY 
ADDRESS 


city ZONE 
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Mountain area, and each full 
recoginzes that it has been atten 
tion to detail and cooperation with 
the buyer which has made her com 
mission possible 

At every mecting Selzer trot 
out whatever new appliances have 
been received through the week 
past or samples of those which he 
intends to add to the inventor 
Kach is thoroughly broken down 
its selling points emphasized, and 
plenty of questions are asked by 
the salespeople. Incidentally, Selzer 
is careful to weigh the opinions of 
his salespeople as to any appliance 
before adding it to the stock. Since 
ill of his girls are veterans of several 
ears in the department, each with 
i large personal following, he puts 
1 lot of value on their decision a 
to whether an item will sell or not 

Along with the sales meeting 
there are active demonstrations b 
factory and distributor representa 
tives, which Selzer feels capsulize 
the information which he wants to 
get across best. 


Up-to-date Information 


The regular program of sal 
meetings is backed up by a huge 
bulietin board in the sales office 
on which every scrap of informa 
tion, store policy ietter, manufa¢ 
turer's news release. service infor 
mation, etc., is placed. As soon a: 
inything of this nature goes on thi 
bulletin board it is read as soon 
is possible by all people—who aff 
ng their initials to certify that thi 
iave both read and understand th« 
information contained. It doesn’t 
matter whether the information i 
1 bit remote or not, according to 
the store. A perfect example, for 
tance, came when a letter sheet 


ili 




















THE HOUSEWARES THEY SELL 


STORY STARTS ON PAGE 74 


placed on the bulletin board 
brought information that one man 
ufacturer was changing over from 
tainless steel to chrome plating in 
i line of toasters. Small as this 
point may seem, it was directly re 
ponsible for the sale of a dozen 
extra toasters within the next few 
days, inasmuch as department sales 
people made a real point of letting 
the customers know that more lu 
trous easily-polished chromium had 
just become available in the pop 
ular toaster model. In another in 
tance, a scrap of information from 
a manufacturer indicated _ that 
breakdowns which had been ex 
perienced with electric mixers had 
been traced to failure of the own 
ers to lubricate the mixer with the 
proper oil at infrequent intervals 
using a tiny screw-off cap, per- 
manently attached to the mixer by 
1 short chain to apply the oil. Here, 
again, salespeople picked up one 
more valuable piece of information 
which they could pa ilong to 
their customers, guarding against 
iny likelihood of future ill will over 
mixer breakdown 

Ihe social aspect isn’t forgotten 
it Daniels & Fisher. At frequent 
intervals Selzer arranges for dinner 
parties which are unbashedly com 
mercial in that the speaker 1s al 
ways a manufacturer's representa 
tive or a distributor who has a 
iles building message to impart 
here is almost always a 100 per 
ent turnout at these dinners, th 
tore p! king up the tab, and her 


every salesperson is encouraged to 
let her hair down and speak her 


mind about the appliance which 


make up the inventory, to soak up 
all the knowledge she can on the 
product under discussion Ind 











“20 WATTS WASN’T ENOUGH? 
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Open a whole new market with these newest profit-makers from RCA Victor 
TV with mirror-sharp picture - high fidelity 
sound system-— finest wood cabinetry! 





TOP TV PERFORMANCE PLUS HIGH FIDELITY SOUND SYSTEM. Ihe Bancro/fin mahogan STUNNING PROVINCIAL STYLING. | hie /id/vewood in walnut or natural cher enee! 

oak or walnut venee and solids. Transistorized High Fidelity amplifier with 4o ind solids. Has the same High Fidelity feature is The Bancroft and like The 
to 20,000 CPS range. Plug-in jacks for phonograph \M/FM radio tuner, remote Bancroft has 3 speaker eparate loudne ba ind treble control ind RCA 
speaker, standard or stereotape recorders, 262 sq. in. viewable area. 21DE863 Silverama 110° pieture tube, 262 sq. in. viewable ea, ZIDE864 


ed 
a eo 


Oe dy 
ae ote 
Pe ee te 














) 
I 
TV “VICTROLA"” PHONOGRAPH COMBINATION. Ihe Penfield in mahouar walnut or “LIVING COLOR" TV WITH HIGH FIDELITY SOUND SYSTEM. | hie Vaurk Series Brandywine 
oak veneers and solids. RCA Victor 4-speed High Fidelity reeord player, 5 speaker in autumn cherry veneers and solids. All advaneed Color TV feature plu High 
plus High Fidelity features of The Bancroft, 262 sq. in. viewable area. 21VF869 bidelity features of Bancroft. 260 q. in, viewable area, 21CK#896 
FIRST TABLE TOP TV WITH 45 ‘'VICTROLA.’’ Show your prospects the sensational “Mirror Sharp” picture—the smart “Lean, 
: : se ' 
Clean” styling. On the 4 models above, demonstrate the variety of exciting 
| ' 
ways the New Orthophonic High Fidelity Sound System can be used, Let them 
hear the difference this wonderful new system makes. 
Place your order now. Deliveries start soon! 
‘ f vw ‘ we ‘ 
@ RCA VICTOR & 
THE BELLEVUE. Balanced Fidelity Sound. Mahogany- or oak 
grained finishes. Automatically plays up to 2 hours with one 
loading of 45” EP’s. 108 sq. in. viewable area, 14VT815. © RCA trode - 
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In today’s competitive market, your new lines 
need the strongest selling support they can get. 
In the Chicago market, that means the Chicago 
‘Tribune. 

When you use the Tribune to introduce your 
new lines, you reach Mid America’s biggest 
audience. With more than 940,000 daily circula- 
tion and more than 1,300,000 on Sunday, the 
‘Tribune reaches hundreds of thousands more 
families than other Chicago newspapers. 

You not only reach your biggest audience 
you reach your biggest buying audience. When 
families in Chicago and suburbs were asked 
which Chicago newspaper was most useful when 
buying an appliance, 58% of them said, “The 
Tribune!” Other Chicago newspapers were 








— 


named by only 18%, 15% and 8%. 


More than any other medium, the Tribune 
jolts people into action...stirs their desires... 
makes them want to buy. 


That’s why your new lines will move in 
greater volume when advertised in the Tribune. 
That’s why Chicagoland dealers will push them 
more aggressively. That’s why general adver- 
tisers of appliances, radios and TV sets con- 
sistently place more advertising in the Tribune 
than in any other newspaper. 


You'll find the going great in ’58 if you use 
the tremendous sales power of the Chicago 
Tribune. Give it a prominent place in your 
planning. 
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r} on the Chicago Tribune's 
big selling floor! 


Zw 


Chicago Tribune 


THE WORLD‘S GREATEST NEWSPAPER 


Chicago New York City Detroit San Francisco Los Angeles 

R. C. Tower EK. P. Struhsacker W. EF. Bates Fitzpatrick Associates Fitzpatrick Associates 
1333 Tribune Tower 120 EK. A2nd St. 1263 Penobscot Bldg 155 Montgomery St 4460 Wilshire Bivd 

SU perior 7-0100 MUrray Hill 2-3033 WOodward 2-8422 GArfield 1-7946 DUnkirk 5-3557 
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LO 


MARKET 





NEW 
CUSTOMERS... 


NEW 
SALES... 


NEW 
PROFITS... 


Plus 


New prestige 
and extra 
customer satisfaction 


with 


Salton. 














America’s only 
food warmer 
designed to keep 
hot foods hot. 


FEATURED BY 
LEADING STORES 


to bring 
customers into 
your store to buy. 


t 1g Co., IM 
Soest ‘san St NT p> dal aoa information 
Piease sene ™ 
- Name . 
Address mabe 
“ Se an a 


A 
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Lets you cook 


when YOu choose 
...eat 


Keeps all hot foods hot and flat or 
perlect while waiting dining or serving 


and you serve u ithout leat ind the table 


HOTRAY, the automatic electric 
food warmer keep food at just the 
right eating temperature lor 
hours Will not overcool or dry 
out Heaven ent lor delayed 
vuests tardy husband IV 
nacks, children’s lunch. or just 
plain freedom from an arbitrary 


cook img ss hie dul 


Shown abowes HOTRAY Patio Master 
2 a Il Adjustable heat control, $24.95 
HOTRAY in 6 sizes from $10.95 


HOTABLE, electrically heated serving cart 
from $57.50 


Write for free HOTRAY Recipe Booklet 


SALTON MANUFACTURING CO., INC 


410 Ff 95th Street, New York 28, N.Y 


ee 


rd) 


when YOU please! 











MAJOR APPLIANCE SERVICE 


STORY STARTS ON PAGE 76 


ylaint, if the thermostat is operat 
set and the heat 


ing clements are sound, there is 


ing and proper! 


one other fault worth considering 
in water heaters which use an im 
mersion-type heating element (a 


the wrap 


distinguished from | 


round type Under certain cir 
cumstance cale forms over a 
period of time on the element 
heath of an immersion unit. Some 
hedding take place during ¢« xpan 
sion and contraction of the sheath 
is the clement heats and cools, 


tances the accumu 


Dut im some in 
lation become o thick that heat 
transter 1 impeded Ihe only cor 
rection 1s to remove the unit and 
crape it clean [here are case 
on record, however, where the 
scale has built up to the extent that 
removal of the he iting unit Was um 
po ible With these, it was nece 
iry for the serviceman to force the 
unit out just far enough to insert 
a hacksaw blade between the flang: 
ind the tank so that he could saw 
off the let it fall into the 
tank and then new the 


hairpin 
heating 
init assembl 

With complaints of insufficient 
hot water where the equipment re 
pond favorab] to your tests, you 


ll have te nsider the pe ibilit 
that an increased demand has been 
nposed upon the water heater 
Su h uld I ilt i in le i} if¢ 
l¢ teful of hot water: or 
n on ! iddit ial per 

ng the household And 
fam routine cd hange ov 
( r time u it tak 


nore hot vater for 1 teenager 
yath laundr ind dishwashing 
ian it does for an infant 


And speaking of leak 
ing faucet 1 


+} 


the drip 


vad enough—and thi 


doubt is where you'd begin yout 
irch—but don’t overlook the hid 
den ecpagt vhich uuld be even 


in unbidden entrance of 
clothes 


in automat 


di hv i her 


No Hot Water. Quite obviously, 
the first check point for failure to 
heat at all is the safety switch fuss 
Use a 230-volt pigtail test lamp 
to test the load side of each fuse 
to ground and then touch your 
test lamp tips to the load side of 
both fuse terminals to find out 
whether 230 volts is being delivered 
to the water heater circuit. If it is, 
check next the water heater so that 
you can pinpoint the trouble to 
one of these three place . (1) the 


clement, (2) the thermostat, or (3 
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the most unlikel the wiring be 
tween the ifetvy switch and the 
water heater 

If a plug fuse is blown, note 
whether it is loose in the holder 
ind when you remove it, look for 
evidence of arcing on its center 
ontact. Such would indicate that 
the fuse had loosened and devel 
oped enough heat from arcing to 
melt its link 


tances you could consider renew 


Under such circum 


ing the fuse without first checking 
the water heater. Be sure, however, 
to open the safety switch befor 
you handle the fuse 

On the other hand, if both fuses 


ir rewed in tightly and one or 
both appear to have blown from a 
hort circuit or from a= ground, 
ypen thie ifety witch first, and 


then make a careful inspection of 
the water heater’s wiring, its ther 
mostat ind heating unit to 
locate the trouble. If the fault i 


n the thermostat, or in the wiring 


between it and the element, there 
1 good chance that you'll find evi 
denc f noking or burning 
Sometim vrap-around element 
terminal will ground when a sup 
porting device pring or clamp 
relax ind allows the element to 
lip from its proper position 
lo test 1 element, while it i 
n the water heater, for a hidden 
1 battery powered bell 
test You must not use an ordi 
F rin) Seri tester on am 


part of a iter heater while the 
vay attached thkerete 

Us ir pigtail test lamp to 
check for an open circuit in a heat 
If power being d 

livered to the unit’s terminals and 
t doesn’t heat u know it’s fault 


Dirty Water. It is a good idea 


t uggest te ur customers that 
they draw ff through the drain 
ck a littl vater from the wate 
heat illy to pl it dirt 
from a imulating on the bottom 
When ire confronted with 
the problem of whether rusty wat 
ming from the water heater 
from the piping, con ider the a 
ippa nt condition of both. If 

the water heater is over ten yea 
Id and has a galvanized tank and 
the pipin in excellent condition 
logically suspect the 

iter heat But even a new ele 
t vater heater may stir up rust 


vhich has hitherto lain dormant 
n ancient galvanized piping, for its 
d or might have delivered 


Continued on page 111) 
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Leading kitchen manuf 


OU PUNT 


Better Things for Better Living through Chemistry 


“DULUX” ENAMEL 


America's leading 
home-appliance finish 
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eaten eile be , 


Peake 


whe si 


acturers get exact color match every time 
with Du Pont DULUX™ Enamel 


e Dulux Enamel ha proved il elf on be ! selling home appliances 


‘ iinet 
manufacturers choose it, too, for 


“WO together 


sales. Batch after bate hy 


vives unvarying color uniformity Phi ofler 


must match the finish 


i 
colors and in white—" Dulux” a 
great sales plus to cabinet manufacturers, whose unit 
on existing appliances, 

Cabinets finished in “Dulux 


have superior resistance to marring, chipping 
and staining 


Extra-tough “Dulux” stands up to countless washing ta 
lustrous and colorful... and retains it rich appr irance lor many year 
And th ink to uperior coverage pet vallon Dulux | Lop i in economi 
eal finish. If you aren't already using “Dulux” Enamel. contact your Du Pont 
representative now He's a peciall tin ippliance finishing, and can prove that 
“Dulux ives better service at lowes long-range co ! 
bk. 1. du Pont de Nemours & Co. Une.). Finishes Dit H ilmington G8 


Lh laware. 
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.aF@ YOu using ~<_ 
the right , 
service parts? 






if they’re not 


Factory 
Specification 





Here why! Only Factory Specification Parts for /; 


RCA WHIRLPOOL appliance are made to exact original 


pecifications . .. to fit right and work right with the 


first call They cut costly ervice call-bacl that create 
customer d atistaction hey help you keep ervice CUus- 
tomers happy and satisfied . . . they insure you full 

ervice profil 


Factory Specification Parts for 


Protect yourself! Whenever the service job is on an 


RCA WHIRLPOOL, install only Factory Specification Part - 
Inferior parts may seem the same but they can’t pro- APPLIANCES 
vide the same dependable, low cost service. Contact your 


RCA WHIRLPOOL distributor or A. P. J. A. jobber now. 
There is no substitute for quality ... there is no sub- 


meet the toughest specifications in the industry 


stitute for a Factory Specification Part. *Tmk, 


Service Division, WHIRLPOOL CORPORATION St. Joseph, Michigan 


PAGE 110 NOVEMBER 1}957—ELECTRICAL MERCHANDISING 








MAJOR APPLIANCE SERVICE 


STORY STARTS ON PAGE 76 


np 


t 


Leaks at the Tank. It can be 


iid here with reasonable certainty 


that most customers would renew 
the ent vater heater rather than 
1 lar umount for the replace 
ment of a worn-out tank Hence, 
ut the only other leaks-to-the 

fl hich will icern you will 
. F the httings 


vater lines are 
tank or where 
is the relief 
lrain nd the like—are 
d. On 1 a While you may 
have to discon t the water heater 
floor in order 
t et at the it of the trouble, 
nothing to get steamed 
ugh as it is, because it 
it happen very often as we have 

dy pointed out 
If you ha had to disturb any 
onnection ) ther parts 
where a leak could dev lop in the 
of your worth i ur to 
t the water heater thoroughly 

po ible leak 

Generally, you cannot afford to 
t on the job for the thermostat 
t hut off automaticall particu 
f you have had to drain the 
ink or if the water in it has cooled 
siderably But if you are un 
tain as to whether the elements 
heating, and if the water heater 
parately metered, you can tell 
if it is Consuming power by check 
ing the watt-hour meter to see if its 
disc is revolving iling this, you 
uld remove one fuse from the 
vater heater ifet vitch and 
touch your 230-volt pigtail test 
lamp tip ICTO th fuse holder 
rininal On a 230-volt circuit 
the test lamp should glow to full 


ewed in firmly and to assure 


urself that power 1 being de- 


red to the water-heater circuit, 
touch your test lamp tips to the 
d terminal f the ifety 
end 

L 4 


— 
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NO MONEY 
DOWN ? 
25% A week 


‘WHO'S CARRYING YOUR PAPER, MAX? 





Arvin 


America’s longest, strongest line of Portable Electric Heaters 


THE TWO MOST ADVANCED HEATERS 


in a line that’s 


. 


a 
= « 


- 





. qh Ne So 2 
Tp. _- os he 
‘ as ee a4 


“ an i! a 
— i a S : Ss 2 & 


BLOWS HOT FROM THE START! 


Automatic Heater with Delayed-Action Thermostat 


Model 5739. No chilly drafts when this heater is 
first turned on. It starts with pre-heated air be- 
cause Arvin’s delayed-action thermostat holds 
back-the fan until heating elements are hot. Then 
a surge of warm air floods the room. And when the 
desirhd room temperature is reached, the thermo- 
stat automatically turns off the heating elements 
but lets the fan run until all remaining heat is 
delivered. Combines fan-forced and radiant heat 
with push-button selection of either 1320 or 1650 
watts. On-off toe switch for ‘no-stoop”’ control. 
Safety switch; red pilot light. Antique white enamel 
finish, gold-tone grill, ebony trim—$39.95. 


always ahead 


HEATS LIKE THE SUN! 


Glass-Panel Heater with Infra-Red Radiant Heat 


Model 5654. No noise, no dirt, no dried-out air! 
This new automatic heater warms like the sun 
with healthful, infra-red rays. Every object within 
range absorbs and radiates even, draftless warmth 
—no cold spots. The attractive opaque glass panel 
is the heating element —its entire surface radiates 
heat. Quiet operation—no meving parts. Thermo- 
stat turns heat on and off automatically to main 
tain desired temperature. 1650 watts capacity. 
Red signal light glows when heater is on. Slim, 
trim and distinguished in appearance, with gun- 
metal gray enamel finish and brass trim, Self- 
leveling feet —a truly magnificent heater! $54.95, 


Only Arvin offers a model and price 
to suit and sell every heater prospect 


Silver Anniversary Line—10 models for fast-profit, retailing from $12.95 to $54.95 








NATIONALLY ADVERTISED 


All Arvin Heaters operate on 110/120 volts, 60 cycle AC. All are listed by 
Underwriters Laboratories, Inc. and guaranteed for one year: 


Electronics and Appliances Division, Arvin INDUSTRIES, Inc., Columbus, Indiana 





th 


Vermes? 


Arvin also makes Radios, Fans, Leisure Furniture, ‘“Charky’’ Grills, lroning Tables, Car Heaters 
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new 


improved Chromalox Microtube II, installs faster! sells faster! 


Cuts service time. When you install the new, simplified Chromalox 
Microtube II you simply press the adaptor ring into place make elec- 
trical connections--and heating unit snaps into adaptor ring instantly. 


Two sizes service 98% of all electric ranges. Special snap-in, snap- 
out adaptor clip design allows both slightly smaller and larger range 


openings to be fitted . . . with either small or large size 236-volt units. 


SELLS FAST ON THESE SELLING POINTS! 


® Amazing cooking speed —— because of the better heat distribution 
and utensil contact of the slim, flat-top tubing and its maximum- 
cooking-surface arrangement. Instant response to all switch changes! 


® Easiest of all to clean — Rings snap in and out, heating element 
is removed from ring, reflector pan slips out, and the entire area around 
the opening can be cleaned — for the first time with any service unit. 

® Modernizes, beautifies old ranges. Mrs. Rangeowner can make 
her range cook like new——and look like new with Chromalox Micro- 
tube II. She gets faster cooking on these slimmer, trimmer, better 
looking units. 


MICROTUBE I! ALSO AVAILABLE IN 
SPECIAL HIGH-SPEED AND AUTOMATIC MODELS 
In addition to the Standard Chromalox Microtube II units, special 


dual-voltage Microtube and thermostatically-controlled Microtubes are 
available. Get the full story. Write for the new Microtube II catalog today 


CHROMALOX Electric Heat 


Edwin L. Wiegand Company 


7525 Thomas Boulevard, Pittsburgh 8, Pennsylvania * CHurchill 2-6400 





Oven elements — The first electric baking element designed, built 
md tested to beat replacement problema. Unit comes in two sizes 


to fit all regular and wide ovens with terminal openings centered 


in back wall, Easily inatalled--only pliers and acrewdriver needed types —-single or double throw 


Hinge assembly with pern ent electrical connections eliminates immersion, clamped on 


the old prong type terminal block 
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Immersion water heater replacements —Chromalox is the only supplier 
that gives you Immersion type units and thermostata for ALL domestic 


water heaters. ‘There's a flange 


used on most heaters as original equipment 


te 


ONE STOP GETS THEM ALL... SEE YOUR CHROMALOX DISTRIBUTOR 


New wrap-around water heater elements 
feature both terminals at one end, free floating 


to fit all tank openings. Just two thermostat terminal block, spring loaded mounting for 


do the entire job of replacing all types better contact. With Chromalox, only seven 
acrew mounted. And the same thermostats are standard elements and four standard extenson 
strape fit all 14-16-18-20 and 22 inch tanks 
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new products 


ANNA A. NOONE Editor 




















npartment automatically detrost } permits infinite muna t t 
heh in cabinet mclude hide-out meet all cooking needs; nm t ah 
1 por lain risper door has twin oven heat provid tah 
tray iandichest plu helve brow element on-and-oft ¢ 
t\ tra-deep for halt i. milk bot distribution ca tk t ! it 
t ivatiab] } t Ol | ind oven timer ontrol ha thin 
t Lil ck lap-action ifet ooking hou nd 
iutomat ontrol tart 
28-in. models include K 45-11 K meal and turns heat off when t 
Pst md K 421b11 K 4 ll ha crVe rod type lake wid 
hbutton defrost; | 1 # ipa ire self-cleaning 
t full-width — free hold lI 
! t | nparth it ha + shel 
th penin mi toy helt tor t 
tall bottl t door shel mclud top 
helt with egg imsert handichests te 
d butter et 
K 431E-LL is) manually defrosted 
other identical to above. K 4211-11 
manual defrost with lb. frozen 
food hest plu m additional | lb 
frozen stora tray below; total ipa 
it 10.8 cu. ft.; removable door shel 
ind safety door 
Space Saver K 221145, u. ft 
model with lb. frozen food storage 
Rebeinater 1008 Feodereme’ provides 108 ev. 0. Gisuts Gaston in full-width freezer chest and storage 
tray ibinet os ons + in vic 
fresh food ompartinent has 4 shelve 
vith decorative front full-width Kelvinator top 30-in. range 
risper; door shelve ind snap-action 
KELVINATOR Announces 1958 ifety door K 1211 a modification 
of K HES has full-width freezer and Anodized aluminum, full-width back 
e . bar type helve guard top md controls dluminated 
Refrigerator and Range Lines by backguard lights—surface unit signal 
Ranges light glows green when any of 4 nt 
Range line of 6 models include three is In use—oven ynal hght glow read 
{un and thre O-n model 4] vhen oven or brow element on 
Hight new refri itors and Y new ible egg inserts hold a dozen egg | have divided cooking tops, pu hbutton Square design models KRIL4 ma 
ectnic ran ha been introduced ito top door iclf; twin “handi-chest ontrols for urface unit off KKET ivailable in 4 custom 
Kelvinator for 19 n door hold butter and other pa kaged button has been redesigned to returm pik Hurquoise yellow green or white 
Refeigovators nett, by oor — arene pees st to position parallel with other botton Deluxe 40-in. model KRHA? sing 
Refrigerators are availab i ve | ne | sored peepee A saaay vor ‘ leaning Superspeed uy oven range has full size automat no 
sod CTO ack and both side Moist-cold fa nit midicate most tre q cnth on right forage ommpart t tt 
fro; ft Spa Saver” to It - : | ; 
es Sir nate ! low food to be + | sia “asta ad otting on rotar itch but firagee lth » hhbutton 
( ontem porary bk oodarama ha a a. ceed P ea | f ns a 
16 1. ft torage; more than 11 cu. ft ; ee ae 
- hia + we tray + refrigerated shelve 
fresh food storage; | lb. frozen food romaming helves are removable 
apacit meas I than 15-10 Door shelves hold packaged 
, st - fresh rey — ream in pts, qts or half-gallons a 
2 ' aay ca, ~~ ” 5 i i pac k iged frozen food Jun e and 
-- | rm. a — d pant oup dispensers hold up te | in) 
. 7am ee © ee rf Utility bin at door bottom is um 
: a vidth : frigerated 
. K69H-13, 2-door refrigerator-frees 
i | | 1. ft ipa it vith ID 
frozen food storag ind if S 
fresh food ipacit lop freez 
irat nsulated an refrigerated 
th parate extenor dor doo helt 
hold packa d frozen food e tra 
t d I nt lhe i i 
wut t i f t ft ! ! ad 
irt t hia ae t shelf; t i 





- 

or 

~~ 
mt ae tb ee Lh 

~ 





> i 
ifety de f , ee. 4 
t , ‘ . 
sg halted me 
65H-14 t t t ~ 
x tor far y ze refrigerator freezer t { 1 ft t Kelvinator 40-ir top- of line range features fingertip pushbutton contr 
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new products 


KELVINATOR continued 


fa nits with 5 setting ta t i i ¥ i fa 
t infinite heat Iperspe d 4.1 ice urd ha i and rta pia 
it. Has 6-in. surface nit ighit pi full-width fluorescent light 
i yerspeed  j f Va ind t d | tiet; fu idt 
thie i nit i i drawer j ! J 
KRH45 has 3 pushbutton controlled le | ton contro fa 
{ ' | | ts | d , ( , 
' t J ‘i a i t t ed ta t 
food 1 ¢ ) j m ite ! if t ) i t 
in i j | j th raised 
KRH.35 1s capacity to bake | 
KRII-43 wick h but or | i f bread 
t ! t I th erated ta KR $3 ha ipa oven, fT l 
if i dy f id ta t pe bak ind | } iit adj istable 
i i j +} fea j en ta nit p hy t 
ibove model tor it t tth 
30-in. model KKE feat full ta tch 
idth oven sutomat en tine 
I init n and off during bab Kelvinator Div American Motors 
ini ! even heat Minut ice Corp Detroit 32, Mich 





G-E 1958 deluxe Liberator range J.408 features “keyboard 


island control panel 


G-E 1958 Refrigerator, Range, Home 
Laundry and Dishwasher Lines 


Seven new refrigerate new Th table ' ving out 1 front 
range built-in ovens and ooktops, md are removable for easy cleaning 
iutomatic dishwashers, a garbage Dis roll-out freezer glides out to make food 
posall, and the 19 home laundry iccessible; 15-cu. ft. model has 4 eje 
line (described in our August issue on tor we tray vith cubs torage on 
page 129) were recently announced by taine! removabk ompartment 
General Electri u. ft. rollout freezer stores | lb 
cu. ft. freezer in 13 cu. ft. model 
Refrigerators tores 123 Ibs; BH-12R, 11.5 cu. ft 
The 1958. straightline refrigerator door model has 1 cu. ft. separate 
freezer ome in 3 size 10, 13.5 and freezer at top 
11.5 cu. ft. capacity (BH-ISR, BEL13R Refrigerator door has double depth 
md BH-12R respectively) and feature g rack, twin butter and cheese com 
1 builtin look. Condenser coils hav partment helve for bottles and 
been eliminated so back can be lined ul blue interior with anodized alu 
up with adjacent appliances and base minum trim; all available in G-E mix 
ibinet ur is circulated” through r-match colors: pink, yellow, turquoi 
forced draft ventilation grille in front voodtone or whit 
magi orner’ hinges permit door to Wall refrigerator L.W-11P with 10.7 
open fully Other featur include foot 1. ft. total ipacity 1. ft. refng 
pedal door opening; revolving shel rator and 1. ft. freezer is continued 
that adjust with pre of button ¢ m line All refmgerator sections on 
wcommodate turkey or flat p revoly i have automatic detrost 
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G-E’s 1958 Built-in oven cooktop com- 


bination 





G-E's 1958 Straightline refrigerator-freezer 


minute timer; “focused-heat broiler; 
Single door refrigerators with con enclosed bake and broil units; flood 
( it back include LK-11R lighted, Starlight grey porcelain in 
ith a total of 11.4 cu. ft. capacity (9.4 terior Wrappers are available for 
ft. refrigerator with automatic de tack-on”’ installation 
t; and cu. ft. freezer separately Cooktops are avaiiable with 2 or 4 
istalled and refrigerated LB-1OR, ooking units with remote ontrols; 
vith 9.8 cu. ft. total capacity (8.7 cu ilso a 4-unit “drop-in” top with in 
ft. dial defrost refrigerator and 1.1 cu tegral control All are available in 
ft. freezer, evaporator type); and LB- Mix-or-Match colors, or in staink 
LR, with l cu. ft apacity (7.5 cu tecl 


ft. dial defrost refrigerator and V0.6 cu 
ft. evaporator type freezer 


—— > aS) 
Conventional Ranges 2S ) = 
GE's 1955 line of “conventional — 
Liberator, Stratoliner — 
Features include no 
with raised edge to keep 
pillovers from reaching floor; enclosed 
If-cleaning bake unit focused heat 
broil unit vashed at sink 
removable door hinged 
Calrods wl 


i 
removed to sink for 


- i 


ranges include 
ind Spacemaker 
drip cooktop 


Which can be 
hi peed 
ich allow reflector pans to 


Va hing pu hy 





tton plano-ke ntre vith tela 
ok lights; recessed oven light; simpli G-E’s 1958 automatic washer (left) with 
fied « 1 timer: automati in-] sur Fabric Keys’ and deluxe dryer (right 
" =< See detailed description of line in August 
ta umt which brn food to pr et ae 
I EM, p. 129 
temperature ind holds it there; auto 
mat faimly-size peed grill and a 
iilt-in meat thermometer with buzzer 
Liberator i i oven model: Strat 
liner a single en 40- im. model; and 
Spa emaker a single-oven 30-in. model 
il] are available in mix-or-match color 





G-E's 1958 Mobile-Maid portable dishwasher 


Dishwashers 


The dishwasher line for 1958 in- 
cludes 3 models: Mobile Maid portable 
SP-40R, Empress “30” undercounter 
model SU-80R; and Princess “24” 
undercounter mode] SU-60R 

Features include “flushaway drain” 
which disposes of soft food soil after 
Three automatic ovens and 3 cook large, hard wastes have been removed; 
available in G-E’s power-scrub wash action hurls water 
at high velocity to knock soft food soil 
off plates Calrod heater 
and J-502 (satin chrome) and slide into helps maintain water temperature. Em 
a wall opening of 27 in. wide cabinet; press “30” holds service for 12; has 
Model J power opening’’ door; automatic wet 
matic rotisserie; ting agent injector for final rinse; pink 
Princess “24” hold 
rotisserie and see-thru glas magnetic detergent dis 

Other features include top-mounted penser. All models come in choice of 

trol mplified automat ven and G-E Mix-or-match col 





G-E’s 1958 


button controts built-in 


drop-in” cooktops with push 


Built-in Models 


op unit are 
' 
builtin” range line; all ovens are 


21 in. models; No. J-501 (in colors 


silver et 


05 and J-506 feature an auto 
models | 507 and J 508 
features an electric interior 


ervice for 5; 


meat thermometer, inyl 


oven door 
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continued 


G-E’s 1958 Disposall 


Disposers 


Iwo custom disposers FA-60 and 
FA-50 and a standard disposer FC-20 
comprise 1958 disposal line. Custom 
models feature safety twis-top control; 
No. FC-20 has continuous-feed opera 
tion. All models have 2 rotating “ham 
mer-like’’ arms and a shredding ring; 
impeller plate powered by special 4 
h.p. motor for fast grind 

Operating switch on continuous feed 
model may be installed on wall or other 
convenient location 

General Electric Co., Appliance and 
TV Receiver Div., Appliance Park, 
Louisville 1, Ky 





Waste-King portable dishwasher 


WASTE-KING Dishwasher 


Waste-King’s portable dishwasher i 


designed for ea ion from free 
tanding t perman nt inder-counter 
front pan ire easy to change 
i] ist \ t p nit | t 
il t lled t | cr ta t 
load i back ite p it i 
t idapt kit attachment t 
vat t 1 and d ial t 
1 il fa t ind fit t 
] irt t when not in 
Available in | Cust 
a t I ivalla c ] 
, ' ' ‘ feat 
' | 
t i n ion iounts t 
t t itt ition and 
t i-t | down do 
t drawer ra ve 
isket 
Single control kn in be 
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idjust vcle—eliminate horten or re 
peat any phase of wash cycle; hand 
craping eliminated by power pre 


model and by wash 
iction in both models; humidity-frec 
drying in sealed tub; porcelain interior; 
iriety of colors or stainless steel cop 
per or natural wood paneling can_ be 
installed; solid maple chopping block 
top also available deluxe model con 


rinse in Delux 


sumes 9-gal, custom, 8-gal; cycle time 
for deluxe 374 minutes, custom 4 
min; vinyl covered racks roll out 

Price, Deluxe, $409.95. with wetting 
injector, $429.95: Custom $359.95 
ind $379.95 with wetting agent. Color 
tainless steel and copper extra 

Waste King Corp., 3300 E. 50th St., 
Los Angleles, Calif. 





Knapp-Monarch portable ‘‘Redi-Mixer’’ 


KNAPP-MONARCH 
Portable Mixer 


Redi-Mixer, portabl 


wed action; governor 


features multi 
ontrolled | 
deliver full 


; 
hil} V1 il 


] 


powel at 

irly-marked speeds for various mix 

ing, beating or blending ope rations 
Lightweight, designed for one-hand 


handlin provid prope ction 
iter that nap out for cleaning 
I rest Keeps mixer in nondrip 
t 1 between operatn 
. , 
Price, $22.9 


Knapp-Monarch Co., 3501 Bent 
Ave., St. Louis, 16, Mo 





Hamilton-Beach blanket with control 


HAMILTON-BEACH Electric 
Blanket 


Beacon” -heat-adjuster 
i 


A “sleepin’ 


featured im me Hamilton 

Bea i bla iket line vyhen main wit h 
et it needn't be touched again; a 
ide witch on top ot ontrol give 


NOVEMBER, 


‘fine tuning’—moved to left it gives 
extra warmth and red signal light glows; 
moved to nght it gives les 
blue signal light glows 
Display and gift package also serves 


as storage chest 


warmth, and 


Comes in moonlight 
blue, pink, yellow and green; twin bed 
double bed 
ize with single or double control; 5-veat 
everything but fabric 
and cord set which are guaranteed for 
two years 

Price range, $29.95 for twin bed siz 
with single control; $34.95 for doubl 
bed with single control; and $44.95 for 
double bed size with double control 

Hamilton Beach Co., Div., Scovill 
Mfg. Co., Racine, Wis 


ize with single control 


guarantee covers 





AMI Tub-less clothes washer 


AMI Tub-less Washer 


Turns any convenient container 
sink, bathtub, washbasin or large pail 
into a washing machine; Over a foot 
high, the 9-Ib. unit stands on sucti 
ups in tub or sink, washes a 4 | 


load in 7 to 10-min 


Doubly insulated motor is safe even 
vhen submerged in water, the manu 
facturer says; produ é 1 4-way wash 
iction molded nylon rubber ot 


witator move up and down; cloth 

are floated through water on a tide of 
icrating bubble produ ed 
it bottom i 
peller set within base of machine tum 
ble clothe 


by au du 


current reated b 


ontinuously under wate 


rubbers moving at rate of 400-tinn 
iminute, agitate and stimulate gent 
md rubbing vhen both il 
iwi a thei rfa ntaimer i 


i 
nptied nd 


Price, $59.9 


AMI, Inc., 


rehiiled ¢ 


Grand Rapids, Mich 


G-E skillet No. C-110 


G-E Automatic Skillet 


Deluxe square-shaped sutomat 
killet Ne C-1] has been added to 
G-1 killet line which include hand 


ind famiuly-size round models 
Features include removable 


thermostat piug which TAKES the 


killet itself 


cleaning rng on handle for handy 


ompletely mnie! le for 


vall storage; helper handle ryving 
when filled with food; all-around pour 
ing lip; completely ene losed Calrod 
hape of skillet 


conforms to c 
gives even heat over entire bottom; high 


( ke ment 


density, polished drawn aluminum 
heat-resistant plastic handles and feet 
Price, $21.9 


silicone thermostat 


including removabl 
Cover with adjust 
ible vent, $3.50. extra 
General Electric Co., 
and Radio Receiver Div., 
Conn 


Housewares 


iy idye port, 


Quictrez chest freezer models 


QUICFREZ Chest Freezers 


Three new chest type freezers have 
been added to Quicfrez freezer line: 
© 145H, QO 175 H and O 205 H, 
vith 14 5 | mid ' cu {t 
ipacities 

Features include high-fashion” 
styling, golden must interior, copper 
trim, interchangeable color panel on 
front; hermetically-sealed compressor; 
flexible storage provided with basket 
dividers, and 3 Bn. 
compartment 

Other features include safety, 
er-balanced — lid 
hight; built-in key 
indicate 


Quictrez 


count 
interior 
lock; warning light to 


automat 


safe operating condition; rub 
ber balloon gasket on lid for positive 
eal; rubber cabinet collar provide 
wide loading surface 


Quicfrez, Inc., Fond du Lac, Wis 





Lewy? cleaner No. 97 


LEWYT Cleaner 


Automatic power dial sets 1 ed 
chon ) 
atest Ls wyt 


Other features 


Natt motor iif fe tures of 


include built-in tool 


ick f QUICK % t { attacl it 
flip-up top f quick dust bag ¢ 

I | i 

i¢ blue and silver fini 


Price, $59.9 
Lewyt Corp 43-22 
Long Island City 1, N. Y 


Oucens St 
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I, of the best 
prospects for appliances 
read America’s 


leading magazine 


Because Digest readers enjoy 
more of the country’s top incomes, 
they buy more electrical appliances 
than any other magazine audience 





W? \1 \ ARD | |< kK do tisé to Wor | million are womecnh It Te ache 
( aluate an ad ertisinyg medium more men and more women than i} 


1 hye following mecastirement how wh Mavasilye including those edited expr | 
rivertiset are pending OH0%, more Wh lor women 
Reader's Digest this year than in 195¢ Advertising readership at low cost per 
Ownership of electrical appliances: [1 thousand: Dollar for dollar, four-color ad 
Ame pean horn vive te one OF Mor ele ertising ot home product in the Dive t 1 
trical appliances are owned—and where “noted” and “read most’ by more men 
people ate most ibl to bu new ipphance and by Tare women than Wm an othe 
i single issue of the Digest reach leading magazin 


Circulation concentration: 82°, of the 


Circulation: Starting Januar 1, othe Digest’s circulation is concentrated in the 
Digest’s advertising rates will be based ona nation’s top-quality markets—where you 
circulation of 11,500,000 cop Lhe Digest hind 8$2.7°), of the country’s buying powe1 
has the counts largest magazine circu And Reader's Digest offers you the 
lation—larger than the next two magazin greatest extra value of all: [he faith of it 

readers the kind ot faith that creates a 

Audience: A single issue of the Digest climate of conhdence for your advertising 

reaches over 32 millon Americans — of message. More and more advertisers are 
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— ee 


Research shows that Reader's Digest reaches more 
nen of ever ize, more women in the “prime 


’ > 
endin ears, than any other magazine studied 


di covering that thi kind ot faith lead 


pe ople to 








kor an anal ; of how Reader's Dige 

covers our be t prospects, call the Dive sf 
1c nearest ou In New York, call 
MUrray Hill 4-7000; in Chicago, WHite 














hall 4 144; in Detroit, TRinity 5-9600 
Lo Angeles, OLive 33-0380: in al 
lrancisco, kK Xbrook 2-30 Or write to 
Reader's Digest 3) Park Avenue, Ne 
York | N. 
Dat \ Put j 
l LK 


People have faith in 


eaders Digest 


Largest magazine circulation in the U.S. 


—over 11 million copies bought monthly 
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‘new products 





Frigidaire Custom Imperial 2-oven range 





Frigidalre’s 30-in. Imperial range with French 


oven doors 


FRIGIDAIRE Debuts 1958 Range, 
Refrigerator, Freezer Lines 


Frigidaire’s 1958 refrigerator and 


range lines feature nev sheer look 


plus” styling, and two new color 


Refrigerators 


“Flowing cold” refrigeration, origi 
nally introduced 3 years ago, has under 
gone refinements and advancements to 
uniformly chill every inch of storage 
space, cooling foods faster 

Food compartment of Cold Pantry 
model vith flowing cold feature 
concealed refriy 


erating plate which cool 


automatic defrosting 
compartment 
dissipates frost as fast as formed; exce 

momture drains out through “moist 
minder’ in cabinet bottom and is auto 


matically ev por ited 


Frigidaire 1958 Cold Pantry with built-in ice 
ejector 





New built-in eyector in bottom freezer 
of Cold Pantry models provides in 
inverted 
feather light 
U-shaped lever 


tant we ervice; ice tray 1 
and slides 
touch of 
shower of dry ice cubes 


into eyector 
produce 
which are auto 


ize pull 


matically stored in part out 
bin below 

A portable version of the ejector, is 
available as accessory, fits other Frgid 


awe refrigerators and freezer 


New “pantry door’ provides con 
trolled temperature storage for butter, 
helves and compartments for dairy 


produce, pa kage yar tall bottles, 
9 -gal. milk 


“Picture window” fruit and \v 


container 


table storave swings down out of door 
idjustable ti 
keep contents ¢ irden-fresh 

Rollout shelves bring food into 


moisture ontrol vent 
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open; porcelain-fini hed fresh meat 
drawer, extra vegetable drawer; 2 egg 
storage drawers; special removable half 
helves and bulky food provision are 
other features in refngerator compart 
ment 

Separate freezer at bottom has 2 
roll-out baskets plus 3 special ice cube 
trays New door design fe ature new hinge 
iwrangement and a new 2-way latch, 
spring-loaded nylon rollers engagé latch 
compressing door seal to assure cold 
tight security yet it opens easily from 
outside or imsice 

Refrigerator interior white with tur 
quoise and dark green trim 

Frigidaire 1958 refrigerator line 
to 14.4 cu. ft capaciti 
vith single doors, 2-doors and 


ranges from 
itl model 


freezers at top or bottom 





Frigidaire 14.4 cu. ft. refrigerator, separate 
freezer below 


Ranges 


Latest innovation in Frigidaire 19 
patter- free broiler grill on 
the Custom Imperial. ‘The unit is super 
like charcoal, but practically 
New broiler control is turned 
medium or well-done every 
no shelf-shift 
ing. Grill is comprised of a high-walled 
grid that fits into shall 
holding 2 cups water; hot fat does not 


ranges i8 a 


fast, sears 
smokele: 
to rare 
thing else is automaty 
pan with ow pan 
spatte r, harden or burn 
Other features include a meat-tendins 


device for roasting dial is set at re 





thermostat 
inserted in roast and range takes over 


quired temperature ensing 


buzzer signals when meat 1s done. ‘Cook 
book”” on range backpanel required 
oven temperatures for all kinds meat 
listed on an illuminated panel. Simphi 
fied Cook-master clock control provide 
automatically cooked oven meals 
Automatic rotisserie cooking acces 
ory 1S provided; a concealed motor 
capable of turning 20-Ib. turkey evenly 
ithout “flop-over’” at each rota 
tion, provides perfect basting and 
browning; new wheel type handle makes 
casy engaging and disengaging spit 
Surface cooking units include faster 
heating Sin. surface unit with heat 
minding device that won't let food 
corch, burn or boil over; an extra-fast 
‘speed-heat” unit for a variety of hasty 
cooking tasks 
Custom Imperial ranges have « hrome 
ind glass backpanel with full width 
fluorescent lamp; touch-and-turn con 
trol dials; shelf space on backpanel top; 
easy-to-clean porcelain finish (control 
knobs pull off for easy cleaning); self 
cleaning units with drip bowls and sup 
ports easily removable for washing 
Many features are carried over in 
10.in, Custom Imperial single oven 
range and others incorporated into 30 
and 40-in. Super, Deluxe and Imperial 
models; style leader of its class is 30-in 
Imperial with French oven doors; a 
2-oven 40-in. budget model is new 
Colors available in refrigerators and 
ranges include a new turquoise and yel 
low; and are also available in charcoal, 
pink or white 


Freezers 


Frigidaire’s 1958 food freezer line i 
ludes two uprights and 2 chest model 
Ihe 14.2 cu. ft. Imperial upright 1 
tvled to match Frigidaire 14.4 cu 
ft. Cold Pantry refrigerator; can be in 
talled side-by-side with refrigerator 


it Oppo ite end of a cabinet arrang 
ent. Imperial freezer has 49 


mn | 
frozen food capacity equipped with 4 


full-width shelve 3 of which are 1 
frigerated on rem ible pi idin 
torage for bulky items; full-width slid 
ing basket below for special item 
Door has 5 removable shel i 


rack; mterior is il 
idjustabl 


control; “‘safety seal’ door 


movable juice car 
lumuinated 
t nperature 
and “safety signal light 

Many basic features are carried over 


automatically 


to Deluxe upright with same storage 
both available with nght or 


left hinged door and come equip I 


capacit\ 


with built-in lock 





Frigidaire’s Custom Imperial range features 
radiant-wall, spatter-free broiler grill 
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Frigidaire’s 1958 upright, 14.2 cu. ft. Imperial 
freezer 


Chest-type freezers come in 12.5 and 
17.5 cu. ft. capaciti Larger model 
stores 612 Ibs. frozen food; “quick 
freezing shelf; 2 sliding storage baskets; 
moveable divider. Chest models like up 
rights have automatic interior lights 
12.5 cu. ft. model stores up to 438 Ibs; 
both have built-in locks 








Frigidaire’s Imperial 1-h.p. air conditioner 


Air Conditioners 


New room air conditioners for 1958 
include 3 slim, trim vertical models, 


] 4 in deep featuring heer look styl 
ing; designed to bles into any room 
decor 

Vertical units | de 1-h.p. Imperial 
ind Super m« operate on 

and 230-s ten i 4 Ip 
amp Deluxe for |] ind horzontal 
Imperial ot | nd ] 

Vertical models ca mounted in 
double-hung wind isement in 
dows or through -the i kit for all 
outside installat is also availabl 


The 1958 conditioners feature nm 


designed “‘dehumidi-coil vith unique 
tubing arrangement, providing mor 
efhcient air contact for dry cooling and 
greater moisture removal; lower coil 


temperatures in ise dehumidifying 
efhciency; a pr ooler’’ lower tempe! 
ature of refrigerant entering ““dehumidi 
coil” as much a rf Super Meter 
Miser cold-making mechanism features 
high capacity, quiet operation 

Filters of 2-in. fibrous glass encased 
in sturdy frame, removable from front 

Controls on vertical models designed 
for easy and flexibilit 


models have thermostat 


of operation; all 
controls; verti 
cals equipped with 2-speed control for 
high, low fan and high and low cooling 
In addition, Imperial 1-h.p. model 
features a 3-way air-control providing 
normal cooling and circulation of room 
air, a fresh air setting for mixing outsi 
and room air, and an exhaust setting to 
discharge smoke ard stale au 
Deluxe % and Imperial 1-h.p. unit 
have rotating louvers behind discharg: 
grill: entire casing is bonderized, ga 
vanized, then painted inside and out to 
resist rust and corrosion 
Frigidaire Div., General 
( orp., Dayton 1, Ohio 
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tioning kit are available as accessories 
at extra cost. Reconditioning kit con 
tains all materials and tools for light 


floor sanding and omplete finishing Show them 


Prices range as follows: FP-33 


$54.95; FP-33A, $59.95 rug cleaning 4 
attachment, $10.96; reconditioning kit 
$19.96 


In addition to FP-33 and FP-33A, 
Red Devil has a heavy duty, FP-34, 


floor conditioner for home or office use deluxe model OTD laundry tray 


for $129.50 as well as a complete line 


of floor sanding and other professional ; i Mar 
type floor finishing and conditioning with exclusive Stand 
machines 


Sell Your Customers a 
COMPLETE Automatic Laundry! 





Red Devil Tools, Union, N. J. duratub's exclusive Handiflo double drain eliminates hose 
Fleck broiler-rotisserie No. 5 handling in an automatic laundry . .. with suds saver 
or single hose type washers. 
FLECK Broiler-Rotisserie Here’s How Handiflo Works . 


With suds saver automatic washers, Handiflo’s double 
drain has one channel to handle suds in and out of the 
washer, a second channel handles washer waste water 
all without any hose handling! 


Different from other model the 
new unit needs no spit handle; meat 
or fowl to be barbecued is placed on 
spit which rests on tripod that fits into 
broiler pan bottom; pan contaiming 
food, spit etc., slides into rotisserie 
like a drawer where spit connects with 
coupling to motor in an easy, slide 
yperation; slides in and out easily for 
inspecting progress 

Worm-gear silent motor, automati 
timer, processed glass splatter-shield; 
extra tray for cooking under upper lid 
are other features 


When the suds saver washer completes its cycle, it pumps 
hot suds water into duratub through Handiflo’s suds 
channel. Suds remain in duratub during rinsing cycle 
On completion of rinsing, washer pumps waste water 
out through waste channel and down Handidrain*, Hot 
soapy water then returns through suds channel for re 
use, With single hose non-suds saving washers, only the 
waste channel is used, 


Handiflo handles suds wh 
and waste water *" i A 





Partly open glass door forces air cit “oe. fu, } ; 

ilation; barbecue roasts, broils. toasts, ( 
prills, fries or boils Nutone Ventilating fan No. 814 suet J | / 

Price, $89.95 mag A)>| | 


Fleck, Inc., Asbury Park, N. J. NUTONE Fan VSN 


Arthur O. Bregstein Associates Inc 


= 4 - Room-to-room fan has been added to 
09 F . . . ae 
309 Fifth Ave., New York, 16, N. ¥ NuTone ventilating equipment pro 


vides maximum effectiveness for heat — i 
ing and air conditioning systems, " 
mounted between studding, fits a 94 1 
in. sq. wall opening; pull chain oper 
ated, adjustable for walls 2% to 54 in 
thick; 110-120 volt a.c.; white enamel 
housing and grill. Price: $21.95 
NuTone Inc., Madison & Redbank ; 
Rds., Cincinnati 27, Ohio. ie 
And tell them about j ' 
duratub's: | 
Permanent, hidden hose ; 
connections 


exclusive national sales representatives 





ie HH 


Appliance colors green, 
pink, yellow, white 


4 dew 


a. 


20-gallon Fiberglas tub that 
won't chip, crack, stain. dent 









Easy-to-clean baked enamel! 
finish over bonderized 
electro-galvanized steel 





Storage compartment for Oe 
laundry supplies a 
Easy to install 
Lightweight duratub 


Red Devil Polisher FP-33 


Cover that provides extra 
work area 





m requires only one man wig, 
RED DEVIL Floor Polisher Stainless trim, built-in soap installation, legs adjust 1'/,” Model 91D 
dish, round corners for quick installation on uneven floors Patented 
List price cut of FP-33 and changes Rembrandt potato peeler 
1 engineering and styling in new ee eee ee ee j 
model FP-33A is announced by Red . lease se : ste , P ame < 
REMBRANDT Non-Electric | Please send complete duratub information and name of | 
Devil Pp | | distributor nearest me | 
Engineering changes in FP-33A in otato Peeler l i 
- . ohtweicht ; , 
r improved lightwe igh motor with | Name { 
vly designed air cooling system in Cleans, peels and washes 2 |b | i 
hich fan permit motor to run at low potatos in a minute; operates without | Company j 
perature lightweight diecast blades, knives or electricity, from water | ld i 
iluminum head; new style brush lock pressure of sink faucet; hose is | Address 
t iplift emoval lishing © ttac] ( ( (fits ’ f , 
implify removal of polishing or attached to faucet with lamp (fits all l City Zone State | 
rubbing brushes; baked-on silver-grey standard faucets); potatoes, _ beets, | i 
enamel finish: new motor and head apples etc are pla ed in bowl, cover De cee ee a a SD SD ES GR A SY SE GND ND SD SED GY GS ED GND cS SN SY cD ND cD cD OS 
have cut weight 74 ll to only 113 locked into pla L Water pressul 
uses inside of pecer to rotate rapid E.L. MUSTEE & SONS, INC 
| WE | bad bad , e 
Handle locks in upright position; re vhirling contents against abrasive side 
hl, pring mount d cord holder; npact, easy to store Price: $9.95 6911 Lorain Avenve © Cleveland 2, Ohio 
ft. cord; snap-on rug cleaning at All Channel Products Corp., 47 39 *duratub, Handifioc and Handidrain are trade marks of E. L. Mustee & Sons, Inc 
tachment and nplete floor recondi 49th St., Woodside, 77, N. Y. 
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FEDDERS 1958 Aijr 
Conditioner Line 


total of 29 





== => J 


— 





Also available a ’ 


if | aa 
Six models 
j { 


CiMher mnovation 


hedders- Oui 


Features include 
rtment with refrige 


harp-freeze om 
ration ous aft 


natica maintaim zero cold in main 
torage ompartment of gla file 
Hat P 
. I , . ited ibinet ed aut it 
; } 
. : ’ . ht d; hea dut liding me 
P ted : 
. . . ‘ ile tora paskct idjustabl tora 
P ‘ (j 
, : | ] yok finish inte f 
, tt 
) Ixterior features de a t 
/ ‘ ; ai ’ j 
ila that ) it ft i 
' ] ' ; ‘ i 
" i ibin ik 
! ] 


Dri-wall condenser 


\ through the il t 
! Borg-Warner 
Chicago ] 


Norge Div 
Merchandise Mart Plaza 
i 


( orp 


Ma peth 


n ¢ orp 


y 





j Fl Pa ) ’ 
. fey Sambeam i 
— 3 
Lady Sunbeam 
IN-SINK-ERATOR Disposer SHAVERS TERS 3 
Model 17 features dingy Soxtgllicccnronend- < | 
Other feature t | ited ¢ t . 
LS-3 feature 


In Sink-borator Mf Co Racin 
Wi { i 


) hae iS 
OU, 





t freezer 


Norge 1958 che 


CARRIER Multi-Use 


NORGE 1958 Chest Freezers 
:, Conditioner 


immowuhnecs > ! 


| ft pacit Carnet 


Norge 


; 


‘ ‘ yout ' 4 tha 
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rulti-vuse il it 


1957 


remove dampness; fits in any sash 


window; can be carried from room to 
room; mounted in window as conven 
tional conditioner it cools and dehu 
midifies, filters and circulates air; when 
reversed it becomes a heat pump to 


warm air; has identical grilles on either 


ide; built-in handle; operates on stand 
rd household current draws 74 amps 
iny! plastic covered aluminum cabinet 
Humimum i ich side to a 
iodat d i tender t nit 
open ny 
Other models in , d 
" am , ' ue 
' ' 
| 
i 4) 
; ( \ i 
; ( ; 
: ‘ 
i 
| k 
(Carrier Corp Svracuse 1, N. Y 





wan portable humidifier 


SWAN Humidifiers 


Humidifies in 


include t \ 


Model 


BC f ft Bl 


Swan Humidifier Co., Inc., Ballston 
Spa New York 


CORRECTIONS 


The Cory can 
Cant 


i + 


Ihe Landam taucet-t it 
iter described Oct ' if 3 


; 1+ ; 
ri " i i 
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new products 


TV, RADIO AND HI-FI 


to $449.50 for 24-in onsole with 
radio-phono 

Setchell-Carlson Inc., New Brighton, 
St. Paul 12, Minn. 





SETCHELL-CARLSON TV Line 








bhi 1958 line t | 
nsf 
UHI 
| ; ; Sony Transistor radio TR-63 
ifety gla tized SONY Transistor Radio 
' c 
f { Uses 6 transistors; feat 
a ch t tout; dynam peakel built-in ferrit 
i i mtenna ited t nagn 
i i i a d 1 i 
| teat hi | 14 ; + 
| i t iVallal ick lemon 
f d , 
t it Price j ainy itt md 
i 7 1S¢ 
No P4 portable d Delmonico International Corp 
i ick, tan t Long Island City, N. ¥ (exclusive 
lin. tal American importer) made by ‘Tokyo 
t f od Isushin Kogyo Ltd 
t ib R 
del ith rad 
i AM id 
N\ . 21-in. console d 
f tif 
\M d ind 
\t i 
! 
} tw ‘ idio T-9 
PHILCO Short-Wave Radio 
I rans W orld I 9 
' twa 
i ida i i 
Uses 9 transistors i f 
i i! ifyvin 
hell-Coa n table set 58R 12 a I, mn magnified 
i 1 tim + fra 
N SS00 24-in. table TV d i 1 specifical t ceparat 
tif fer and ¢ ‘ ' , tin ort-wa tat 
wie | ‘ { teorf th a r 
i i i Nit i it ann 
ind 1, a 24in Also uses 6 standard ID size fla 
i py it it ' radi t itt I + Hh pcrat ct 
} i! th ra da day ft th 
ind put last it i f i f 
Ir ri | I / ‘ 4 } j leg 
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Short-wave bands are over clectricity than one kitchen clock; uses 
vhole width of dial giving each sta 
tion from 10 to 15 times more dial 
pace than on conventional dial; faster 


tuning is provided by “flywheel” —tun 


“spread 
no tubes, emits no heat; circuit wall last 
indefinitely; brings complete mtercom 
munication as well as racho through 


house; outside doors can be answered 


ing Wheel is weighted so knob can be from any room, conversations held be 
pun acre dial; tuning ratio is 141 tween rooms, baby or sick rooms can 
\ logging ile is attached to band be listened to, favorite radio program 
tor follow listener throughout house; can 
Other features include built-in May be flush: mounted or surface-mounted 
tt tek ope antenna with hinished in ble nded gold poli hed and 

nf outside mitenna py tin ver tone 
tion manual; world tim hart lalk-A-Phone Co., 1512 S. Pulaski 

id ton ick and a moist p I Chicago 23, Ill 

Price 


Phileo Corp., C & ‘Tioga St., Phila 


delphia, Pa 





Roland clock radio 5-CB 





ROLAND Clock Radios 


Pilot ras pt No. PT. 1041 
Iwo new clock radi ( i | 
i pine HN d | Kk mid tea 
1 5.C8 include a deluxe t PILOT Hi-Fi Radio Phono 
ih Kil i loch ic latest 
! : No. PT 104) ites I 
aie ome 1 ANE A 
tch p! ) ilarm and ie wtih mid A :' 
| A i! mpi 
iY hand b ictuated mere | < : one. 
i i tict i ple iT ick ! : pean | 
it , toch d P id j i titi { i | 
P \] \ , f nid ran mil ¢ 
A i Tah t 
i} | 
t (44 HK } | 
| ial ta 
viet t] mond i 
| ' if i 
i { id ten 
» ( | r | Ta wih 
il ii i t 
Price ! ( ' 


Pilot Radio (¢ orp long Island 





N. ¥ 





REGENCY Transistor Radio 


IK.4 incorporates " 





Talk-A-Phone transistor home intercom-radio 


TALK-A-PHONE Intercom- tically balanced speaker and  lifetim 

Radio System transist pocket-radio, mea 
An all-transistor hon iter d wh t| lver dia 
| t ( du AM with CD 
Regency Div of IL. D. I \., Ine 
Indianapolis Ind 


1+ | 


n ha cn announced b i i 


l alk A-Ph Tit 
Fully transistorized, it Consumes 
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New Automatic Electric Can Opener 
OPENS BIG NEW SALES AND PROFIT OPPORTUNITIES! 


/ mS 
SFY 


A 








1, Just slip can into place. . 
"on" position. 








. swing handle to 2. Then walk away if.you wish. The Cory Auto- 
matic holds the can . . . opens the can 


,ic ee 
CC LA 
to 8 seconds. 





3. Raise handie—remove can. Top is held by 
magnet so it can't drop into can or on the floor. 


Another ‘Sure Thing!” From the creators of 





ing. 3. Lifetime lubricated hi-torque motor 
_ \ the sensational Cory Crown Jewel Automatic Presentation Beauty! Styled in a smart white- 
\~ = | Percolator and world famous Cory Electri and-gold case, each Cory Automatic Can 
T NEW \ Knife Sharpener Just look at your market for Opener comes in a gay gift box 
\ GREA the Electric Can Opener ao aay home Installation Ease! Attach the included mount- 
| | every apartment pidrtad | family is a prospect ing bracket to any wall or cabinet surface 
| GIFT IDEAS! | and a BIG, BIG market for commercial clip the unit on to the bracket plug into 
\ | use as well any AC or DC outlet 
\ Quality Features! Obvious quality is one Now You Know! Another hot, Aigh-profit 
new \ reason for the instant acceptan: e of every seller is on the way! So call your distributor 
unique Cory success. The Cory Automatic Can and tell him you want to see the new Model 
\ Opener features: 1. Safety—will not cut un DCA Automatic Electric Can Opener as soon 
\ practical less can is in place. 2. Detachable tool steel as his first shipment arrives Retail Price 
different , cutting wheel—for easy cleaning and steriliz- $29.95. 
\ 
d 
ran 
gitt \ QUALITY PRODUCT OF 
\ 
Booey a CORPORATION 
3200 W. Peterson Avenue 
Chicago 45, Illinois 
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trade report © 


HARRY GRAYSON Editor 





neepeon: A GOOD CHRISTMAS 


Electric housewares have had a slow first nine months, but 
spokesmen feel that 1957 sales will come close to last year, 
provided there is some brisk buying during the holiday season 


housewares industry wants for 


ALL th 


Christma 
or first nine months. At this point, no one 


is enough sales to bolster a 


ms quite sure Santa’s bag will contain that 
many housewares 

\ roundup of manufacturers reveals that 
dealers and distributors are 


; 4 


mistic "hey think that Christmas is going 


“cautiously op- 
to be a good one—equal to or better than 
6—but in general they aren’t buying that 


Housewares are moving out of manufac 
turers’ hands, but many report that they are 
being bought on a hand-to-mouth basis. One 
large manufacturer expresses fear that, if 
dealers buy too late, there’s a good chance of 
rhis, he said, 
because distributor stocks are low. He 
ilified his fears by adding, however, that 


rtages on the retail level 


f department stores have a good October 
ind buy early enough in November, we have 
very good chance of going ahead of last 


General Pickup 

A Chicago manufacturer sees a general 
pickup in sales taking place on the dealer and 
distributor level, but confesses that, if retail 
sales don’t come as expected, the industry 
will be in “a hell of a mes 

From the optimistic manufacturers come 
reports of dealers and distributors buying at 
a good clip and of retail outlets, particularly 
department stores, as being hopeful about 
Dormeyer and Casco anticipate 
that this year’s sales will wind up 10 percent 
yver last year; Proctor, which markets only 
two electric housewares items, is back-ordered 
ind reportedly “tickled to death” over the 

spects of a 30 percent gain over 1956 


Christmas 


Bad Nine Months 


fact remains that, for the industry 


' , 
Hut th 
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in general, the first nine months were bad for 
Many doubt that even a phe 
nomenal pre-Christmas sale—this is the period 


housewares 


in which substantial percentages of annual 
housewares sales are traditionally made—can 
redeem the year. It is generally felt that, for 
the industry, the year will close about 5 per- 
1956. 
hasten to add, is by no means disastrous, 
since 1956 is often described as a “‘fantastic”’ 


cent below This, housewares men 


yCal 


Fans Overstocked 


Although almost everyone is looking for 
Christmas to provide the pickup the industry 
needs, there is one category of housewares 
manufacturer that has an added handicap 
[hat is the manufacturer who 
deals largely in fans 


to overcome 


blamed for 
‘| he Na 
tional Assn. of Electrical Distributors reports 
that clectrical distributors in many sections 


A generally-cool summer 1 


killing fan sales across the country 


of the country are faced with a serious over 
tock of household-type fan 

Since there was a large inventory from 1956 
and fan sales this past summer were none too 
good either, many distributors were more 
conservative in placing orders this year. ‘This 
has hit fan manufacturers, and it has hit 
them hard. It will take good Christmas busi 
ness for those who have other housewares 
lines to help stabilize the situation. Do 
minion, a big fan manufacturer, believes that 
it can come close to '56 despite a poor fan 
season and a strike loss 


Promotions Toned Down 


As far as Christmas promotions are con 
erned, they will not be so lavish this year. 
Some manufacturers have cut them out al- 
together; others have cut out either the trade 


or consumer aspects of theirs, or a little bit 


1957 


of both; a few others, contrary to the trend, 
are expanding their housewares promotions 
Edison Electric Institute is functioning 
as usual with its Fall Gift Campaign, EEI 
has mailed sample kits to its 201 member 
utilities. It is up to each utility as to whether 
or not it will purchase copies of the kit to 
Ihe cost of the kits 
is $1.35 each, which is paid by the utilities 
to KEI 


General Electric is 


supply to its dealers 


featuring a gift-wrap- 
25,000 free 
gift-wrapping kits are being supplied to deal- 
ers, each with 100 feet of paper 


ping promotion in which some 


Landers, 
Mrary & Clark, an apparent exception, reports 
the largest consumer campaign in its history 
continuing through the fall 


Spotty Movement 
As to what is or is not moving, there ap 
Most report 
that electric skillets and electric blankets are 
moving well, G-E claims that there has been 


pears to be little consistency 


uch a run on their new spray steam iron 
that they can’t make them fast enough. 
Westinghouse reports that toasters are mov 
ing well. Still others are moving large quan 
tities of portable mixers and coffeemaker: 


Control Plugs 


Landers, Frary & Clark, featuring a tem- 
perature control plug that is interchangeable 
in several cooking units, reports that these 
plugs and the units into which they fit are 
“taking up the slack” in some of the com 
pany’s other line: 

As to what the final outcome will be, no 
two people venture the same guess. Although 
it is pretty unanimous that no records are 
liable to be set for 1957, a healthy Christmas 
ale is hoped for and, with the exception of 
the fan peopie, an above-average year is ex 
pe ted 
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YOU'LL SELL CIRCLES AROUND COMPETITION 
with FEATURES LIKE THES 


od 


sensational NEW 


_J-),72 
4 en 


fhe 
sS& 
No lint, no scum, no fuzz. The only auto- 
matic filter that removes lint and fuzz 
where most of it collects—at the center of 
ee ee ee 
No complicated separate pump ... no 
water waste! 





wonderful NEW 


Starts washing anytime—day or night. Op- 
erates on regular or water-saving cycle and 
at either speed.-Simply set it the way you 
would an alarm clock. A convenience fea- 
ture your customers can see, can under- 
stand, can appreciate! 





«-S amazing 


Creates three washing actions—a gentile- 
rubbing action, a flexing action, a jet-water 
action! Also provides unique “Shampoo” 
washing action. Produces 4 times more 
water currents at 6 times greater frequency 
than ordinary washers. 


> . 
a fi 2 Washing Speeds * 2 Washing Cycles * 3 Wash Water Temperatures * Dependable Gearless Transmission * Wrinkle-Free Tumble-Aire Drying 
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1 DRYER 
merry-Go-round ! 


GO GREAT IN ’58 WITH 


BC 





the dependable line that’s 
headed straight ahead for 


BIGGER PROFITS 


Don’t keep going around in circles! Get set 









now with ABC—the solid line with solid profits, 


Pye Oe | - Petes ik 4 ABC gives it to you straight. No puffed-up 
FOG 2) z' (Pa C2 Al : pas features ... no glorified gimmicks... no dictated 


policies .. . no wild promises! ABC for 1958 


— again the finest—gives you smartly designed 
| ert, Pex models that are packed with promotional 
NBL possibilities .. . offers you a sure-selling selection 
of glamorous decorator colors .. . new exciting 
| 4 demonstration features . . . powerful local 


advertising support! What’s more, ABC backs 
ef you with a name that has specialized in the home 
laundry field for over 49 years. So get off the 


nerry-go-round and get on the band wagor 





ALTORFER BROS. 
COMPANY 


ILLINOIS 








PEORIA, 












A complete home laundry line, including automatic 
vashers, matching gas or electric dryers 
wringer washers and ironers at competitive prices 
with a profit 

Write the factory today or see your nearest ABC 


distributor for this profit-making opportunity 
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$100.00 —the longest line with the most 


First in Transistor Radios 
different promotion 


8 


Exclusive new Regency 


Gift Promotion 


big buying mood with ads in the gift issues of 
all these gift-proven national publications 


T money 


@ that concentrates on getting you a bigger share 
of the Big Gift Money 


@ that sells where and when cusfomers are in the 














Better Homes & Garters 
Premium Buyer Guide 


Esquire 








printers” In* 









For only $19.95 any TV set becomes 


@ quality FM receiver—no installation. 









































” 
3 
c 8 
a 0 @, 
we 4 cae 
°o 8 ff 
‘ ae 
ee at; Ene 
»* 6 : 
vce 
$i G38: 
_ $ iF 
wat om p 4 qfu Appliance have me to the 
permarket Mrs. Housewife can 
now push her hopping cart loaded 
with groceries into an appliance de 
partment ind pul hase a new re 
frigerator with as much ease a he 











can pick up a bunch of carrot 





Ihe trend has emerged gradu 











inc 


illy with housewares first making 











ippearances on supe rmarket shelves. 











The latest development in the 








trend is the placing of majors in 











the same supermarkets. Icebreaker 











in what may become a national 














practi is the Grand Union Co. 





radio for private listening. (Size 
2%" x 3" x 1%"). Hear all the regu- 


Indianapolis 26, Indiana 


pack of cigareftes—a subminiature 


And at only $14.95 
Your Private Ear, smalier than a 


Division |.D.E.A., 


[he experimental center was a su 
permarket in Keansburg, N. J.; the 
next such store in Albany, N. Y 


Grand Union plans to open eight 














“> ler AM broadcast stations anytime 
gh. 








ie. 








more of these “Grand-Way Saving 





eqoncy, 


Worlds only specialist in Transistorized equipment 


Centers” during the next fifteen 











month hese centers are simply 
tores in which 10,000 non-food 








in America—a trve radio, not a toy. 








items are added to existent markets 
stocking some 5000 food items. A 


pecial department has been set up 

















in 


your pocket—to the beach, to the game, 


shopping, fishing, walking the dog or the 








in Grand Union’s national head 
quarters at Kast Paterson, N a, to 


upervise the non-food merchandis- 














ing of such center 





the BIG mone 





Brand Names. Grand Union is 





carrying brand name _ appliances 
Westinghouse, G-E, Admiral, 
etc.) at prices “‘directly competi 











sell the line that shows you know... 








tive with the discount houses.” 


AM broadcast band stations 


At only $29.95 
Complete with Super Dynamic 
Speaker— but pocket or pocket- 
book size. Hear all regular 
with its superhetrodyne printed circuit. . . 


@ minicture (size 3” x 5” 


x 1%") radio 


The company is definite that the 
operation is now beyond a test 
phase—that ended with Keansburg 
Ihe centers now being planned are 


.. there’s a feather-light earphone 


available too, so that only you can hear. 


pringboards for extending the op 


at new tow market-widening prices 


Your favorite programs go with you 


featuring 


baby . 





GRAND UNION’S new ‘Grand-Way Saving Centers’ 
ments like this one, marking the entrance of the super 
goods-television field 


(rand 


1] 
; 








will include appliance depart- 


market chain into the white 


eT Vill De 


Majors in the Supermarket 


Grand Union introduces appliances-TV in two 
stores, plans further expansion of these “Grand-Way 


Saving Centers” which will compete with discount houses 


nion officials emphasize 
that these Grand-Way Saving Cen- 


operated on the super- 


market principle 


of elf 


ervice, 


Our policy,” they say, “is to pro- 
tide the American housewife with 
the best merchandise available at 
the low prices made possible by 
ma buying and low overhead.” 

Besides major and portable appli 
inc Grand Union will sell 


WCadlI- 


ing apparel, home furnishings and 


hou Cwalt 


toys 


good yutdoor 


ment, and 


Cente! 


the 


and = sporting 


and garden 


many 


¢ quip 


other non-food 
item ‘In the Grand-Way Saving 


American housewife 


will find under one roof virtually 


ill her daily needs for the home and 


family,” according to Lansing P. 


Shield, Grand Union 
The Saving Centers 
a lay-away plan for the purchase of 


] 
} 


payment 


household « 


redit 


major appli ince 


] 
entials, 


president. 


ingements 


Miami Electric “Fair’’ 


will include 


as well as time 


for 


A utility and a consumer publica 
tion—Miami Power & Light Co 
ind The Saturday Evening Post 
are planning an appliance promo- 
tion in conjunction with the Miami 
Home Show, December 1-8. 

This “Influential Electric 
ints Fair’ will occupy one-third of 
the show space at the Dinner Key 


Auditorium 


10-foot ¢ 
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“Phony Bargains 


New York’s governor calls a conference to discuss 


what can be done about “bait” advertising; businessmen 


are wary of state action 


Phony bargain” claims were the 
ubject of a special Governor's 
Conference in Albany, N. Y., last 
month. Businessmen went to the 
tate capital to deplore thes« 
phony bargains”—and they were 
most vociferous about it—but few 
wanted the state of New York to 
interfere 

(he conference involved mis 
leading advertising terminology and 
growing consumer distrust of ex 


iggerated price claims. It is the 


feeling in the governor’s office that 
ich ‘bait’ advertising has reached 

proportions alarming enough for 
mething to be done about it 


But the majority of the two 
en speakers, mostly representa 
tives of private businesses and a few 
from various organizations such a 
better business bureaus, expressed 
their opposition to legislation or 
tate interference. Most called for 
clf-regulation.’ 

Kenneth B. Willson, president 
of the national Better Business Bu 
reau, cited the cooperation of ap 
pliance manufacturers in heeding 
in appeal by his organization to 
climinate “‘fictitious’’ list prices He 
indicated that the response from 
this industry has been substantial 

About a_ half-dozen speakers, 
mostly from non-commercial group 
uch as the New York county di 
trict attorne, office, did call for 


legislative action, however, and the 
feeling is that the governor, who 
was not present at the conference, 
favors such legislation himself. It 
was pointed out that previous gov 
ernor’s conferences have dealt with 
uch matters as instalment credit 
ind that recent New York State 
legislation has dealt with this 

lhe meeting, which was presided 
over by Dr. Persia Campbell, con 
umer counsel to the governor, is 
one of several such discussions on 
related subjects held during th 
past few years. It was attended by 
ibout 200 representatives of trade 
associations, retail, distributing, and 
manufacturing outlets, chambers of 
commerce, etc. Many consumer 
group representatives were in the 
audience, but the discussion was 
limited to spokesmen on the sales 
side of the fence 

Solutions for self-regulation in 
cluded policing of ad copy by pub 
lications, consumer education, and 
the abolition of “‘fictitious’’ list 
prices by manufacturers 

Among the speakers were John 
Wood, advertising manager for 
General Electric Appliances Co., 
New York City; Mr. Willson of 
the national Better Business Bu 
reau; and Harry Gerber, president 
of the American National Retail 
Jewelers Assn. Several speaker 
represented the softgoods field 














The network schedules of color television for the month of November 


include the following programs: 
WEEKDAYS, 1:30-2:30 EST, NBC 


NB¢ NBC Matinee Theater 


The Howard Miller Show; 3-4 EST, 


MONDAYS, 7:30-8 EST, NBC The Price Is Right 
TUESDAYS. 9:30-10 EST, CBS—Red Skelton Show 


WEDNESDAYS, 9-10 EST, NBC 
Nov. 27 


THURSDAYS, 7:30-8 EST, NBC T 


T F 
ine Lux 


Kraft Television Theatre (except 


Tac Dough; 10-10:30 EST, NBC 


show starring Rosemary Clooney (except Nov 21 


SATURDAYS, 8-9 EST, NBC—The Perry Como Show (except Nov. 16); 
0:30-11 EST, NBC——-Your Hit Parade (except Nov. 23 
SUNDAYS, 6:30-7 EST, NBC-——My Friend Flicka (except Nov. 17); 8-9 


EST, NBC The Steve Allen Show 
except Nov. 17 


ALSO— 


9-10 EST, NBC The Chevy Show 


NOV.12, 8-9 EST, NBC The Eddie Fisher Show; 8-9 EST, CBS—High 


Adventure 


NOV. 16, 2:45-Completion, EST, NBC——Notre Dame vs. Oklahoma 
NOV. 17, 5:30-7 EST, NBC—Hallmark Hall of Fame, “On Borrowed 
Time 9-11 EST, NBC——General Motors 50th Anniversary Show 

NOV. 19, 8-9 EST, NBC——The George Gobel Show 

NOV. 26, 7:30-9 EST, NBC—The Pied Piper of Hamelin 


NOV. 27, 8:30-10.30 EST, NBC 
NOV. 30, |:15-Completion—NB¢ 


Annie Get Your Gur 


Army vs. Navy 
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JOHNSTON 0-8 
JE CONSUMER | 
APPEAL ' 


Atohnston 


1958 Rotary Power 
Mower Line includes 
deluxe and standard 
models, hand and 
self-propelled units, 
Each mower model 
has sales features 
that sell. It's a full 
profit line! 











«) New Air 


Exclusive Side 
Dome Design Discharge Trim Feature 


New Jet Flow 


1958 Reel Type 
Mowers are built to 
smoothly cul the 
finest lawns for 
years. There's a right 
Johnston reel mower 
for deluxe or budget 
buyers, in standard 
and trimmer models 








\ 
Positive Dual 
Clutch Control 


New Johnston Easy Micrometer 
Six Blade Reels Adjustment 


1. Johnston has built fine mowers for over 25 years 
Johnston mowers are soundly engineered and completely 
field tested 

2. The nationwide organization of Johnston Jacobsen 
mower service stations assures you and your customers 
efficient, trained service 

3. Strong, consistent, national advertising in leading con 
sumer publications makes Johnston a leading brand name 


rl Ss 
Ore 





c ~~ 
> (>) JOHNSTON LAWN MOWER CORPORATION 
0 ~ Brookhaven, Mississippi 
Y. 4 A subsidiary of the Jacobsen Manufacturing Company 
7) 


err 
See The Johnston Line Before You Buy! 


PAGE 











aohnsten 
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THE 
RIGHT TIME 
THE RIGHT 

MARKET PLACE 


ELECTRICAL MERCHANDISING’S January Statistical and 


Marketing Issue ... sells for you the year ‘round! 














Proper timing gives added impetus to your advertising campaign 
That’s one reason your trade advertising should reach dealers and 
distributors when they are mapping buying strategy for the com 
ing year. Sales messages delivered at peak product demand time 
will be read and evaluated by retailers and wholesalers who are 
ready to order for future selling seasons, Market action — sales 
are triggered in favor of the line that’s in the product lineup when 
margin, merchandising, style, features and company policy are 
being carefully considered 


The outstanding advertising buy in the 1958 Appliance-Radio-TV 
trade press will be ELectricaL MercHANDISING’s January Statisti- 
cal and Marketing Issue. January ELecrricaL MERCHANDISING — a 
consistent award winner — represents an unmatched opportunity 
to reach dealers and distributors at the right time and the right 
place —the market place. Don't rest assured though — check us 
You'll see that this issue is much more than a bevy of cold statistics 
It's an ANNUAL REPORT covering all aspects of Appliance- 
Radio-TV sales, advertising and marketing. Under one cover are 
all the facts, figures, and forecasts that have made this issue the 
annual definitive industry summing-up for many years. Surveys 
have shown that dealers and distributors retain the January 
ELECTRICAL MERCHANDISING for more than eight months. This re- 
peat reference prolongs the life of your advertisement and means, 
in fact, continuing readership over a period of many months 


Your advertisement in January ELectrica, MERCHANDISING buys 
you these sale-ients: 
Intentional readership by more than 35,000 Appliance- 
Radio-TV dealers and distributors 
Top editorial support including depth market studies in all 
product categories. 
Multiple impressions due to repeat readership and long 
life of issue. 


Our editorial will tell how many appliances were sold, where and 
when the sales were made, Your ad can tell your trade why they 
should sell your line in ’58. 


January spearheads « parade of || other 1958 
issues — all full of new editorial techniques and 
broader coverage. Let our advertising representa- 
tives give you more details on the 1958 program. 


Klectrical MD 
Merchandising 


A McGRAW-HILL PUBLICATION, 330 WEST 42ND STREET, NEW YORK 36, N.Y 
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Coustomes ontidence i loca 


measure 
to the dependability of the prod 
ucts th isc. | Sol mamta 
tandards that build up th 
local ‘ ceoman om ti mn 
recently 
PUNG-SOL ELECTRIC ING 
Newark 4, N. J 


Sales Offices: Adanta, Ga.; Colum 
bus, Ohio: Culwer City, Calif Dal 


las lex Denver Colo Detroit, 
Mich Irvington, N ] Melrose 
Park, Il Newark, N. ] Seattle 
Wash 


’ La ( hipp S Malily 
@ TUNG-SOL 


Magic Mirror Aluminized 


PICTURE TUBES 
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Stereo Records or Tape? 


New York’s second annual High Fidelity Show pulses 


with the question as to which has the better future; 


meanwhile, hi-fi interest continues strong 


Ihe second annual High Fidel 
ty Show at the Trade Show Build 
ing in New York City, October 

| presented the peculiar pi 
ture of an industry preparing to 
merchandise a new product befor 
ts predecessor has had chance to 
vet off the ground 

Ihe new product is the stereo 
phonic disk; the “old” one stereo 
Show talk 


enter around the 


phon tape eemed to 
former, most 
how demonstrations included the 
latter 

l'o heighten the interest, West 
rex Corp. put on a demonstration 
of its newh developed stereo disk 

tem for the Audio Engineering 
Societs I he Weestrex 


i single stylus to cut two eparate 


ystem use 


identical ound 


recording ot 
qualit into a single groove It 
vas pomted out that the cost of 
these recordings will be lower than 
that of current binaural tapes, but 
vill remain higher than that of Ip 
Westrex re port that leading dish 
makers are buying the equipment 
to make these stereo disk 

Lape mace ome new of it 
Develop 


ments in this field centered around 


Vil dunneg the how 
po ible low recording at | 
inche pel econd and the intro 
cartridge I'he 


former would reduce cost by cut 


duction of tape 


ting the amount of tape needed for 
1 given recording while the latter 

uuld make home use of tape 
Minnesota Min 
ing officials denied a rumor circu 
lating during the show that they 


p! mned to 


more convenent 


introduce a_ special 


low peed tape, Company official 

iid their research indicated that 
excellent fidelity could be achieved 
it the | ip peed but that a spt 
ial tape for these 


speed Wal ip 
| rently not nec in 


Although 


therefore. some confu 


Happy Exhibitors, 
there wa 
ion as to the future of tapes and 
disks, components men were ne 
erthel 
tions to the show 

Son 0.000 New 
thronged = the 
viewing the merchandise of about 


100 exhibitor They saw litth 


happy ove! public rev 


Yorker 


five-day exhibition 


that was really new. For the con 
umers in attendance, stereo disks 
were mostly talk, so they had to 
largely with 


content themselves 


this vear's versions of last vear's 


merchandise 








gt Redan BEARCAT 


a 


WORLD PREMIERE 





JULIUS GLASER, right, president of 
Glaser-Steers Corp., Belleville, N. J., 
demonstrates his company’s new GS-77 
record changer, which has automatic 
and manual operation at all four 
speeds 


Women, however, wer appar 
ently pleased with di play uch a 
that of Cabinart, which featured 
tvlized cabinet built to accom 
modate hi-fi componcnt L hese 
cabinets constitute the component 
manufacturers’ answer to the cab 
inetry of packaged ets 

Cslaser-Steer 


ible reaction to it 


Corp. had a favor 
Model-77 re 
ord changer, which has automatic 
md manual operation at all four 
speeds with a less-than-five-second 
cycle change 

Ihe crowds at the all-component 
testified to the 


fact that public enthusiasm for hi-fi 


how apparenth 
ind stereophonic sound continue 
to run high Phis popularity wa 
demonstrated, too, by a_ predi 

tion made by Edwin Cornfield, 
executive secretary of the Institute 
of High Fidelity Mft that the 
end of 1957 will see a components 
ile of over $200 million, about a 
» percent increase over last year 


+166 millon 


Norge Will Build 
Washers for Ward 

Norge division of Borg-Warner 
Corp. 1s manufacturing 
washers for Montgomery Ward & 
Co 


Thi production 


wringer! 


will be added 
volume and will not disturb exist 
of Norge dis 


de ilers who sel] 


ing marketing policic 
tributors and 
ording to 
Norge president Judson S. Sayre 
Sayre contends, on the other hand, 
that fuller utilization of the Her 
rin, Ill, plant will make possible 


manufac turing economies 


wringer-washers, ICC 


he wringer-washers are 
built to Ward pecihication 


be Ing 


NOVEMBER, 


FOR A 





There’s every reason why serv- 
icemen feel this way. Tubes 
they need they can get. Quality 
is always uniform—always up 
manufacturers’ specs. 
Callbacks are rare. Its more 
profitable for servicemen to 
use Tung-Sol Tubes. 


to set 


TUNG-SOL MAKES: 


All-Glass Sealed Beam Lamps, Minia- 
ture Lamps, Signal Flashers, Picture 
Tubes, Radio, TV and Special Purpose 
Electron Tubes and Semiconductor 
Products 


| fs bee 7 hip Yually 


@TUNG-SOL 


RECEIVING TUBES 
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HAPPY RETAILER Lyon-Healy augmented the display staff with experienced 
hi-fi men like Don Ross of Pilot who is shown here demonstrating his wares 
to a Chicago couple 


Hi-Fi Is a Family Affair. . . 


as couples predominate at the Chicago High Fidelity Show 


TWO AT A TIME, Chicagoans passed through the Magnavox space. In couples, 
they listened to pitches like this one from Dick Gigax (left) and John 
Rubien (center). 


Exhibitors at the Chicago High Fidelity cr before, with new faces on the scene, and hi-fi line to the public for the first tim 
Show, S« pt. | th-1 5th assessed the crowd as Wel happy to be there. Lyon-Healy, a top here, getting a stead tream of visitor 
the best yet Quietly moving from noisy music house, was a newcomer with big space Che question most asked was “How about 
di play to noisy di play the crowd consisted led Schwartz, a South Side hi-fi specialist tereo sound?” One exhibit was an hourl 
nainly of youngish couple often with the doubled hi pace for this year's show. He how by the Magnetic Recording Industi 
ids in tow, or older, better-heeled types ind other Magnavox dealers divided thei Association titled “The Magic of ‘Tap 
rh the people the exhibitors wanted time between their own spaces and the l'very exhibitor with a stereo ng in his lin 
to se Magnavox rooms, where they reportedly was demonstrating it; every visitor was ex 
Retailer including Chicago’s vociferous vere able to close sales with customers from posed to strains of the unique up-to-dat 


parts jobbers, took more space this year than 





VISITING DEALERS M. E. and Jerry Hollander looked over the line at V-M 
Corp., and sat in on a stereo demonstration. Doing a bit of selling, Jim 
Fitzsimmons makes a point. 
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their area Westinghouse showed its new 


1957 


binaural sound 





IMPORTERS Grundig-Majestic found their German-made merchandise 
getting a thorough going-over. This interested lady quizzed fred Frey 
for about ten minutes 
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_ Radan-Lite 





—E OF PORTABLE LIGHTS 


AMERICA’S MOST POPULAR LIN 


BURGESS 


GHT OF THE DARK 





MAKE LI 


Flas 


ney flasher 


a mile away 


New powerful battery 
Twi ssod all 


oakoroot weathe 
lasting 





Metall: $2.46 


" 4 

i The entire Burgess line is backed by 
. | if intensive nationa! advert sing. Contact 
=e 


your Burgess distributor today! 


BURGESS BATTERIES 


BURGESS BATTERY COMPANY recerorr, iitimors 








“BRAND NAME RETAILER 

OF THE YEAR” NAMES | 
IRISH’ RECORDING TAPE 

AS TOP PROFIT ITEM 


ONE MAN Safely Delivers 
800 LB. LOAD 


. Appliance 
Truck! 


, WHEELS SWING FORWARD 
:, FOR LOADING 
BACKWARD TO BALANCE LOAD 





Slides Upstairs YOU INCREASE NET PROFITS 


Downstairs , 
by cutting deliver ( ts 


with Easload Appliance 


% 
a r 
| ? IRISH vy Trucks. One man easily 
7 ind ifely does the work 
tay ' j M Gerhard of two with Easload, the 


4 in and Out only truck that takes the 
t of Trucks weight off the man and 
it y balances it on retractable 
wheels 
v 
Ihe welded steel frame 
} \ ‘ 





has protective rubber pads 
IRISH “ - on the load side and tubular slide runners 
on the back. Heavy web belt and positive 
ratchet-type cincher secure appliance on 
truck, Load balances on large ball-bearing 
wheels, cushioned on 10 x 2.75 tires. Two 
small rubber wheels in toe plate aid loading 


ON MONEY-BACK GUARANTEE of satisfaction 
order Easload today (POB L.A.) only $57.50 


Colson Equipment & Supply Co. 


tape nut 1317 Willow Street, Los Angeles 13, Calif 

















PROMOTION 








AVERAGE Ga RIA JUN wee 


CY MACHINE 






MACHINE 
WASHED 








HAND 
WASHED 











: 


fe’ 3 
\ Vi ‘ ‘ 





DR. S. STEPHEN CHAPMAN, K entuct tate Dept. of Health, expla art showing 
advantage } V id to D A. Wilzba f nati’'s Com. 

4 } ’ >t j , } r a? 9 ? Th e 
joct “ j ts at ope j es of Se } wa r promot 





Dishwasher Drive 


Utilities across the country are staging or have 
staged promotions to boost dishwasher sales; Con Edison 


in New York plots the biggest push of all 


\ 1g a Washington Water Power Co., 
i I non-merchandising light 
( mpanv in the Columbia 
r the Basin, recently in re ( hwasher 
{ iles in it ne-half-million-metet 
’ ib pproximate 6H( hwash 
ld I i t lat ( 
full ucted tion 
I | ng 1 ( OOP ting vith the nember 
f | ite f Inland Emp e Electrical League 
th promotion consistin f 15 distmbutors and 
the New York City 450 deal \\ ngton Wate 
Consolidated Edison Pow vaged o1 f their most 
( New York, Inc ntly in ful dishwa ) nov 
housewive Florida Light & Power ha ist 
that, while only 3.6 held its second local-level promo 
men interviewed tion to raise dishwasher saturation 
+) ercent im if ir I hurt On district 
ring about one-half of Florida 
nilhon hore ind ng approximat ly half a 
mal trading area of million farm and residential fam 
6 million people is being ex ihn pu hed dishwasher ver 
ed to thi program. Con Edi 50 dealer operated by using 
n will pend SSUU_UUU to make pe tally prepared dj hwashe ( 
realize that the dishwash ing aid prepared | NEMA’ 
is much of a necessity as a cloth household sink units section 


Material featured the ther 


vasher or refrigerat ( 
Hands!” The 


I] n dishwasher manufacturer Look Mom No 
tvin n with the promotion campaign wa upported I exten 
id have pledged an additional e advertising promotion 
$105,000 in support of thi im The utilit t a two-month 
paign Beside Con Edison and quota f 1000 dishwasher old 
the dishwasher manufacturers, lead 1502 by the end of the first month 


ng detergent manufacturer ind Cincinnati. Gas & Electric Co., 


| dishwasher dealers will cooy pushed dishwashers for the third 
iti Every possibl idvertising onsecutive yea Dh rdinated 
tlet will } ised in 1 1) red by the 
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" peration with tl 
Cincinnati Post 
Other such promotions included 
Central Illinois Public Service, 


vhich reported a 32 percent gain 


( during the first even 


months of the year: Pennsylvania 
Electric, which registered a 4¢ per 
ent gain during the first seven 
months; and Metropolitan Edison 
Reading, Pa.), which tallied a 55 


ercent gain for the ini riod 


EEl’s 1958 Calendar... 


. . includes first-time promotions for washers and 


dryers, combination freezer-refrigerators, and electric 


dishwashers. 


Electr Institute ha 
plans for 1958. ‘Th 
( ooperating utilities will 


{pp i up it 


in ed in monthly and sea 


npaign that will be tied in 


vit I Better Electricalh 
Ilo ower, National Electrical 
Weel i manuiactu rOoMmo 
the first time, EEI's program 
clue impaigns for washers and 
mbination freezer-refriger- 
t id electric dishwashers 
I.E 1 spokesmen say that commit 
te ire working to make 1958 pro- 
mot i| kits the best ever. They 
vill include mobil ind new dis 
)} dea 
\ll segments of the electrical 
ndust ire urged to plan their 


/>S promotions in 
th EI 


to be promoted and their 


conformity 
; calendar 


icine at lude 
Electric Laundry (January, Feb 
ary, and March)—*“‘Go All Elec 


tic in Your Automati Ifome 
| tuna 

National Electrical Weel Feb 
lar 15 It’s National Ele 
trical Week. Live Better Elec 


electric Range 


March, April 
May lime to Change to an 
lect Range 
W at Heater March April, 
Ma Be Safe Be Sure. Get an 
t Wat Heater 
Ivlect Dishwashe Year 
Lilie tl npha 1 ! \pril 
Vl N N Hand 
Wa \ ther Dish | r. Do 


t Automatically with an Electri 


[lect Houseware May, June) 


Sp! ne Giving for Electr 
Livin 
l’ood Freezer Refrigerator 
l'ree; May, June, July, August) 
\ | | Freezer or Refrigerator 
| Irees Het 
\ur ( dition Dehumidifier 


Mi July, August 

F lect Laundn gu 
October Go All Ele 
You Automat Home 


\ ind Model Hom«e Year 
| Bette ble 

{ vith Full Housepower 
| t Range September O 
Novem bet K You 
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Kits are in the making 


Kitchen to Modern Living With 
an Electric Range.” 
[-lectric Housewares (Novembe 


December Klectrical Gift 
Keep m Giving 

Housepower (Emphasis in Feb 
ruary, March, April, September 
October, November Win With 
lull Housepower” and “Live Bet 
ter Electrically With Full House 
powel 

Residential — Lighting (Year 
iround “Light for Living.” 

EI has already sent to utilitic 
its Christmas gift kit boosting th 


ale of small appliances (for 1957 


Salesman Contest 
To Close November 30 


The fourth annual “Creative Re 
tail Salesman of the Year’ contest 
is underway. Sponsored jointly by 
the National Appliance & Radio 
I'V Dealers Assn. and _ Ladies’ 
Home Journal, the contest offer 
ash awards totaling $1000 for ap 
pliance, radio-I'V salesmen who 
ubmit the best selling ideas used 
in 1957 


Entrants must u ofhcial entry 


blanks to answer this question 
What particular selling idea did 

1 use during 1957 that success 
full ontributed to your making 


ile 
The grand prize of $500 and a 
plaque vill b pie ented to 


the winne it the annual NARDA 
onvention in January. The winner 
vill have all tn CXpcnis paid tt 
( hi ipo 


Additional prizes of $125 and a 


bronze plaque will go to winner 


in the categori of “Complete 
Kitchen “Major Appliance 
“Radio-T'V ind “Electric House 
vares.”” The next 100 winners will 
recel' ertificates of merit 

entry forms are available through 
ipplian distributor from the 
Ladi Home Journal, and from 
NARDA,. Cl ng date is Novem 

Ladies Home Journal is 
ited at Independence Squar 


Ph ladelphia Pa. NARDA is at 
Mer hand Mart ( hi ivO 4 I}] 





1957 


TALKING OVER 


Uperation Snowflake 


at Philadelphia pre: 








entation are, clockwise 


from empty seat, Robert Hitchings, | manag Associated Philadelphia 
Business Newspapers John A ! t f ! \ 1. of 
Philadelphia; Sheldon F. Myers, promot ho Appliance Sales 
Philadelphia; Ernest R. Law advert GL Philadelphia Elects Co 

Charles Stahi, commercial manager, Radio Stat WJMJ, Philadelphia; and L. M 
Maxwell and George S. Carr, agency representatives for WKDON, Camden 


“Snowflake” Blankets 9 Cities 


Sales promotion outfit gives U. S. Steel presenta- 


tion to distributors, media-men, banking and utility rep- 


resentatives to stimulate local participation 


| S. Steel's 
flake’ received a concentrated pro 
motional push in September with 


Operation Snow 


meetings im mine citi to park 
interest in the idea of giving appli 
inces and other items made with 
tecl as Christmas gifts. ‘The serie: 
was sort of a “test run” to deter 
mine the effectiveness of such ac 
tion 

U. S. Steel retained the Brown 
& Bigelow Agency to stage the 
In each city, representa 
tives of major appliance distribu 
tors, consumer media, lending in 
titutions, and public utilities wer 
invited. Brown & Bigelow, an or 
ranization which specializes in sales 
promotion at the distributor level, 
put on a 50-minute slide presenta 
tion, followed by 


meetings 


discussion and 


refreshments 

The presentation explamed “Op 
eration Snowflake,” with a transla- 
tion of the national promotion into 
ind benefits understandable 
on a local level. ‘The presentation 
illustrated the advantages of par 
ticipation by distributors 


i rct-together ovVvel 


terms 


news 


paper radio stations, television 
tations, display media, public utili 
tics, banks, and consumer credit 
companies, Case histones showed 


the advantages of participation that 
iccrued to each of these groups in 
the 1956 campaign 


The nine cities in which the 
pr scntation were given were 
Minneapolis, Detroit, Denver, Syra 
cuse, St. Louis, Philadelphia, Bir 


mingham, Cincinnati, and Jackson 


ville, blorida 


More Flexible Kitchens 


McCall’s-sponsored “Congress on Better Living” 


hears 100 representative housewives who want more 


storage space and electrical outlets, more flexibility 


Market research had a field dav 
in Washington last month 


100 housewives 


when 
from all over the 
nation 


Conegre 


gathered for a_ three-day 
on Better Living.” ‘The 
meeting, sponsored thi ear by 


McCall's 


yonsored last year by the govern 
Home hi 


Housing and 


Age nc 


ment 


nance 





magazine ucceeded a 


conference on housing 


oncentrated 
on housing design, but the 1957 


ongr developed much grist for 


Last cal ession 


the appliance and housewares in 
dustrie mill I he 


mall, but representative (delegates 


impling was 


vere chosen from winners in Me 

Call ontest to clect typi I ULS 

homemaker 
Cceneralh the 


from 


delegate came 


ipper-middle income homes 











more and more of 


oe es orem 
you wil Pind it eas 


in sales of this perfect 
” barbecue unit. Built e. 








CHAR-GRILL for recessed in- 


DELUXE 
Stallation in wood, metal or masonry 
Sides and back of black enameled stee! 


See your distributor or 
write today for full details 





Prof itable 





Your CUE for 
Tie-in SALES 


Fits wood, metal or masonry base 
Stainless steel top, chrome grill 
Front crank adjusts height of fire 
Motorized spit accessory available 
Striking gold and velvet-biack front 
Heavy asbestos millboard insulation 


easy installation in kitchen, rec- 
reation room or other family 
entertainment center. Ideal as a 
portable too, with accessory legs 
and handles, 





IMPERIAL CHAR-GRILL for exposed in- 


rtable use. Sides and 
stainless steel. 


stallation or 
back of gleaming 


the\ Majestic /co. Inc. 


473-C Erie St., 





Huntington, Ind. 





Make friends with your customers 


inh ae 4 sg lat lara “) You sell the appliance on your show 


Webb: Manufacturing Co 
191BA WN. 4th St., Phila. 33, Po 


t Wrapabout tf 


ADDR 





| room floor, but when you deliver it, you 
| sell yourself, So if you want your cus 
| tomers to remember you with pleasure, 
j do a professional job on every delivery 
Protect appliances such as ranges and 
refrigerators with Webb Slingabouts.® 
| They guard the appliance against bumps 
| and scratches spare customers’ paint and 
1 woodwork Webbing handholds help men 
| maneuver appliances smoothly into 
| place. For further information about 
|} Slingabouts (water - repellent canvas 
} jackets lined with soft flannel), fill in 
| the coupon opposite 

| 

| 

| 

| 

| 


SLINGABOUTS 


For Radio, TV, Air Conditioners, 
esk about Wrapabouts® 






th 00-$5000 and $5000-$10 


racket vith a third of them 


t | quest aire 
unartype | 
t n | nted thi ture 
I hat th mt in the iy of 
i | t i] ipphia 
\I t r th pend petween 
j K-d | i-half h i 
1a kitchen that doc it ha 
NH t ( te i Da 
| th e tl basement « 
t mf ishing, but uld 
the kitchen t be n fa 
tilit m 
They pref lectri inges thre 
to-one over gas, but only 60 per 
nt ha them Phe mixe ind 
t their most ommon 
tric housewares, found in 
) percent of their home More 
han half ha fifeemaker nd 
; ‘ ict th C1 ' 





have washer ? percent hav 


' 
ut only 3 per cent have 


ind dryers 


nating ' 
iatlon Wada het 


Generally, the women said the 
int § mor flexibility in the 
tchen that the room can be 
f dan working, hobby 

ind entertaining. Many aske« 

f pphance which are easic t 


can—without too much chr 
[hey want more electrical] it 


ct et Six feet apart in each 1 om 


[he majority said the ire tires 
if table ind floor lamp which 
clutter up the room.” Rather 


they prefer overhead and built-in 
lighting, including indirect 
tem 

Over-all, they want theu 

nd to pend more money on 
fixing up the house a opposed, for 


xample, to spending it on bigger 


NEW Plans Grow 


National 
Edison’s birthday. _ Fifty 


Electrical 


Week will coincide with 


national advertisers have 


already pledged support with TV, Radio, magaine ads 


hinal plans for 195 National 
hlectrical Week ha been formu 
lated Ihe observance lated for 
bebruar }-] l plann a ft om 


ide with the birthdate of Thoma 


According to NEW hairman 
Mernll 1 Skinner, th innual 


t f th ka ilwa elected 
nclude the Februa 1] birth 

f Idison becau not onl 

thi highhght th itript 

tions to mankind of Edison ane 
ther clectrical pioncers of his era 
but it al neans that the timing 
of the obs ince stimulate fast 

ir] tart ! car for ou i 


industry-wide program 

I hie National Electrical Week 
mmmittce is now distnbuting it 
1958 Planning Guide and Kit of 
Material Ap} 


Iixtra p yf the guide and kit 
may be obtained at $1.00 each from 
NEW headquarter 290) Madison 
Avenue, New York 17, N. ¥ 

Skinner r 


idvertiser 


a that 50 nationa 


indiv idual OMpante 


I] l Housepower ind I 


Bett lectnically—ha indicat 
their intention of ticipating 
thy Nati , | ‘ \\ k +] 
t k te 
1 al in t at 
n idvertisin 
Lh nimitt xpect more 
than mimunit NEW Mm 
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nittees to be formed during 
ming months to wry out iocal 
programs, One of the features of 
nany of the local observan 
be Science Youth Day program 
This activity, under the au pice 
# the Thomas Alva Edison Found 
ition and the International Edisor 
Birthday Celebration committe 
inied on annually on Febn 
| to encourage greater mterest o1 
the part of youth in scientific and 


technical career 





Promotion Briefs 





@ Remington Rand ts marking it 
0 millionth shaver and 20 years 
f manufacturing with its current 
Share of America” contest. Priz 

vill be awarded in common stock 
vith the first prize being equivalent 
to the value of a share of ever 
ommon stock on the New York 
Stock Exchange. Wholesalers and 
etailers are eligible for a “‘Sale 

man’s Stock Specta ular,” a $25 


OO trad mntest vith 7 pn 17 
n stocks 
© I rigidaire Li n of G 
Motor onsoring the Patric 
: 
Munsel show th ABC t 
il ict 
e Westinghouse Corp. lia 
1 a record advertising campaign 
to introduce its 1958 line of tel 
1) T 
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ELECTRICAL 


THE LEAGUES 
LOOK FOR 
ANSWERS 


what has happened to appliance 


6 Rew emphasis was on the future as mem 
bers of the International Association of 
Electrical Leagues gathered in Cincinnati last 
nonth for their twenty-second annual confer 

Ice 

While a good part of the program was 
devoted to industry promotional plans sched 
iled for the near future, a number of speak 
ers attempted to assess the long-range devel 
epments ahead for the electrical industry and 
to fit league activities into the 
tailing picture 

First speaker to offer a forecast was West 
Thomas B. Kalbfus who predicted 
ubstantial sales gains for the home enter 
tainment industry in the next 10 years. He 
Il rigidaire Joe Rushton 


who offered a sobering outline of the « hanges 


changing 


inghouse’s 


wa followed by 


vhich have been taking place in the met 


white goods. R. N. Coffin of 


handising yf 


RCA offered a series of forecasts covering 
Ihe Long Look Ahead in Electronics.” 


Rushton warned the league members that 





NEW PRODUCT in form of stereo tape gets careful 
audition from Clark Chamberlain, left, of San Diego, 
and General Electric’s George Bogard 
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answers questions from A. L. Maillard 


Kessler of Minneapolis 


retailing and study promotional 


there was a definite trend to fewer dealer 
f busine Lhe 


f ipphi ince retailer 


each deing a larger volume 
iid that the number 
had fallen from 90.000 in 1949 to 60.000 
last year. One major appliance firm find 
that 15 percent of its dealers are producing 
60 percent of sale it the other end of the 
ile 68 percent of the smaller dealers pro 
duce only 20 percent of sal In between 
the remaining 17 percent of de ilers do 20 
percent of the busine 

At the same time, Rushton added, ther 
has been a drastic change in consumer but 
ing habits and in the role performed by the 
dealers. He said the pre-selling burden was 
falling more and more on the manufactures 
ind that the dealer's role had become one 
of “advising” the consumer on size, style 
and color rather than “‘selling’”’ the customer 
Pointing out that 


constantly on the move, 


on the basic product 
today’s customer 1 
Rushton said that their surveys showed that 


of those persons buying a second Fngidair 


VY 





NEW PLANS by Live Better Electrically manager Bob 
Boian, left, get thoughtful hearing from R. J 
Miller of Cleveland. 
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EXPLAINING HOW LEAGUES can help retailers, panel member Mort Farr, left 


center, of Indianapolis, and A. H 


During their annual convention, league officials examine 


activities to fit the new pattern 


product only percent purchased the two 
products from the same dealer. He concluded 
that the dealer today could not rely om an 
established clientele but must concentrate on 
trafic-building activities which would give 
him an opportunity to sell more and more 
individuals 


Kalbfus told the 


radio unit sale 


onvention that home 
vould jump from million 
this year to 11 million in 10 years. time 
be iid TV would climb from about 6 
million to between nine and ten million units 
immually within 10 year lor hifi, he pre 
dicted an annual volume of at least a billion 
dollars by 1958 or 1959 

Kach member of a three-man panel on 
Revolutionary ‘Trends in Appliance Mer 
chandising”’ agreed that really revolutionary 


led Weber, 


Jr., associate editor, kiecrricat, MERCHAN 


developments had taken place 


DISING, warned the group, however, that it 
was easy to fall into the habit of con 


demning the change 


hich have taken place 





NEW SLANT on mutual problem is offered by Cin 
cinnati’s —. J. McGinnis, left, as R. J. Harrison 
of Omaha listens intently 








VOU 

NOUS EWONES; 
BH SINE SS, 

[SAN ENERS 


j ‘ 
F / 


My lata 





yy 


ano ne 






Sndausliy Sfroonsored by lhe NHMA 


bade rae MH eMsOtCa tes Manufac la (ele and Daye rs 


for the 


National Housewares 
Manufacturers Association 


(Incorporated not-for-profit) 


1140 MERCHANDISE MART, CHICAGO 54, ILL. 
PD CIES SH ES LNT TE TT 
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ith In Wal In if i | | t r 
Web | larket ert na l \( rnisl 
ell le that iat iappen deak In his « l iange 
t ung of ta it f ! el h 1 that 
1 t t t} t thre } pen t dea ned t 
ft rt )€ 1din l wh igainst li 
() M i | 
il ii ] I th ) ird of ()t if CAKCI Ith | ( if i 
NARDA Jan Cassidy, form Klect John M 
t f Klectrical Dealer ( the advantage ‘ id 
General I lectri in intages of central s 
f the Cu Goodenough of Better H and 
unpl r t fa (sardens and James Coat th of 
| t iarketin EEI. | members a d 
ly ng. He urged lea le pron 
Ip leale in t i ired 
i ching t ta la 





RETIRING PRESIDENT Don Rosenthal of St. Louis, left, and J. Reed Hartman, vice 


president of Cincinnati Gas and Electric listen to convention speaker 


A Consumer Program 


Newly-formed Home Improvement Council takes 
up where ohi left off; plans call for a $125,000-contest 


to spark homeowners to improvement action 


Phe Home Improvement Coun out a checklist on the conditions in 


il has come into being and their homes. A second phase of thi: 
launched ambitious plans for 1958 contest in the latter half of the yea: 
An outgrowth of Operation Hom will involve homeowners undertak 
Improvement, HIC contends that ing specific improvement To 
its chances of workability are mor park the ix-month first pha ( 
romising because it has been or Better Homes and Gardens, Su 
mized as a permanent operation essful Farming, and Kitchen Idea 
1th executive direct Don vill carry a |6-page contest enti 
Moore recently outlined his pro blank in their combined January 
n toa u f editors in New runs totaling nearly six 
Yo il leatured at this meet opi 
ng was a preview by Council chair Ihe Council plans to functior 
nan red C. Hecht, who is general during its first year on a $2-million 
ierchand ind retail sales man budget, most of which will be all 
er of Sea Roebuck & Co., of ited to promotion and advertisin 
the presentation now being shown I'he Council’s board of d ti 
manufacture vill include 100 members, 25 of 
It was emphasized that the vhom will be manufacturers, 45 of 
Council has been organized on a vhom will re present trade associa 


so that tie-in efforts tions, and 30 of whom will | r¢ 


in be riven long-range pl anning 


rmanent basi 
gional director 
Ihe consumer-lirected program 1s A new seal has been adopted t 
designed to spark home improve replace the ohi symbol. 
Manufacturers supporting HI¢ 

Included in HIC plans is a will be assessed .01 of 1 percent of 
$125,000-contest for homeowners gross annual sales in home improve- 
in which entrants will write a 25- ment projects ($100 per $1,000,- 
word description of their “number- 000). Distributors will be assessed 
1 flat sum of $50 


ment action. 


one” home improvement and fill 
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Successful trainer of appliance servicemen, 
Ted C. Leisenring, Denver vocational edu- 
cation expert, details the Denver system to 
AHLMA members as.. . 


AHLMA TRIES & 
TO CURE A SERVICE HEADACHE 


A’ t] heaift Annual Industry-Wide Part Denver, the motivating force is a strons group both private and publi chool 
4 ind Servi Conference, held by th of interested parti vho form an advisory In discussing public relations, the group 
American Home Laundry Manufacturers’ committee. Such a group is formed to bach heard from Margaret Davidson, homemaking 
Association Sept. 26 in Chicago, the home up the schools in providing training in any editor, Ladies Home Journal; Laurence Wray, 
laundry industry faced up to the fact that field editor, Eiecrricar, Mercuanpisinc; Jolin H 
laundry units provide more service problems Reinforcing the value of the Denver Miller, product service manager, General 
than other appliance Laying the blame at tem, S. Robert Payne of Maytag described Klectric Co. and C, Bk. Ruell product 
the door of increased complexity and hous« some of the unhappy experiences of thos« icc manager, Hamilton Mfg, Co 
vife mismanagement doesn’t help the prob AHLMA members who tried to get such Nothing will come directly out of this meet 
lem, they agreed programs started and failed over the past year ing, AHIL.MA people underline, At AHILMA’s 
Lhe meeting was an exploratory ’ discus I'he fault, Payne felt, was the lack of original top level, however, service committee mem 
ion. Primarily, the group considered two participation from local groups bers are certain that an AHIMA program de 
factors, serviceman training and public rela- Of the 89 in attendance at the mecting igned to help the situation will be presented 
tion hey heard Ted C. Leisenring, co coming from all levels of the industry, in to the whole group at its meeting in Wash 
ordinator for the trade and industrial depart cluding representatives of the National Appli ington in November. According to commit 
ments of the Denver Public Schools, describe ance-Radio-T'V Dealers’ Association and the tee members, it is entirely possible that other 
the Den tem for providing vocational Appliance Parts Jobbers Association, there industry group vill be cooperating with 


( 


th dav and night classe In vere eight educators, indicatin it t from ATTEMA in an pri im the develo, 





SPEAKING FOR DEALERS, Laurence Wray, editor, Electrica INTERESTED PARTIES, like the National Appliance & Radio-TV Dealers Assn., attended the meet 
Merchandising, laid the stern facts of dealer costs and ng. Here Ken Stult shit urman of NARDA‘s service committee; buttonholes S. Robert 
dealer profits before the group Payne of Maytag after the meeting 
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NOW... you can really sell HI-FI 


WITH THIS ONE SIMPLE INSTALLATION! 


GS. hemmed. 


BEST BUY IN Hi-F | 








BAHAMA CONTEST WINNERS from Florida-Georgia area spent much time taking ad- 
vantage of twice-daily fishing trips leaving from Nassau’s Emerald Beach and Brit 
ish Colonial Hotels. Group formed small portion of 6,500 Fedder’s dealers and 
distributors expected to visit Bahamas through November 


Fedders Holiday ..... 








"eee eeeeeerereeeee 


“eevee 


NEW LIVE iil-Fl 
DEMONSTRATION MERCHANDISER 


Displays, Demonstrates and Sells Hi-Fi Components 
with a minimum of sales effort—even with untrained 
pe rsonnel! 


NOW ... 


capture your share of the booming Hi-Fi market with 
Live Merchandising—the most convincing | selling 


method known! 








WEEKLY TREASURE HUNTS spurred Fedders’ Bahama guests to feverish activity 
B. T. Nightingale, of Savannah's Rex Distributors searches for clues as wife and 
co-searcher look on 


increase store traffic and overall sales with the Grom 
Hi-Fi 


amount of floor space 








mes Live Merchandiser. Requires only a small 


® any clerk can give good comparative demonstrations 


instantly—-with the exclusive Master Control Panel No th and South 
© sell the line that’s pre-SOLD! . a 


Grommes—nationally 
advertised, widely accepted as the Best Buy in Hi-Fi 


This revolutionary new idea in Hi-Fi component merchandis 
me features 


THE BEST BUY IN HI-FI. . . Grommes 


Grommes High Fidelity Amplifiers, Preamplifiers, AM-FM Tuners 
and Grommes Little Genie Hi-Fi Kits are famous for perform 


FEDDERS = 


ance, flexibility, distinctive styling and quality craftsmanship 
The Grommes line offers a selection for everybody—from 


budget priced units to the finest deluxe components 
e 
Go after the profits that pass you by . Write 
eeeeeeeaeeeeeeeeeeee eee eeeeeeeeeeeee eed 


Grommes— DIVISION OF PRECISION ELECTRONICS, INC. 


Dept. EM-11, 9101 King Street, Franklin Park, Hlinois 





Send My principal business is , : 
awe PLEADING WITH laughing dealers to “put the bulb in’ the 1958 Fedders animated 
Company point-of-sale display to get results, Stan Fried, advertising manager of L & P Electric, 
New York Fedders distributor, outlines next year’s ad program, including tie-in 
details Sueas City State with early-bird, two-page spread in December’s Reader’s Digest. Occasion was 


informal showing of Fedders’ new AC line at Concord Hotel, Kiamesha Lake, N. Y 


My name Title 
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DORIS QUACKENBUSH, Lever Brothers home 
economist, loads RCA-Whirlpool combina- 
tion unit during “HUM” demonstration 
that helped spark the sale of 40 majors 
as a result of a three-day promotion 


A department store, 
a distributor, and a 
utility use soap to... 


Clean Up on Laun 


\ CONSERVATIVE New England de New England. Lever Brothers provided an 
. partment store, a new detergent, a dis exhibit of wooden models of antique laundry 
tributor, and cooperation from the local utility equipment dating back more than eighty 
vere the four factors brought together in years. I’or Lever Bros., this was the first 
Springfield, Mass., recently for a three-day pro of a series of such promotions with distn 
motion of RCA-Whirlpool appliances. Imme butors in towns such as Springfield, Brdg 
liate results: more than 40 majors sold on the port, New Haven, Hartford and Waterbury 
pot. Long-term results: increased sales a RCA-Whirlpool backed its distmbutor 
tivity throughout the entire western Massa The Burden-Bryant Co., by supplying. thi 
husetts, Vermont area company’s home service director, Marcia 

(he promotion—entitled “A Century of Mead, and Mary Catherin M: Grady, regional 
Progress in Home Laundry” took plac home economist. Assisting, too, were Lever 
in Springfield’s dignified Forbes & Wallace Brothers’ home service director Doris Quack 
Co. department store. It was heralded by enbush and Ruth Sweeney, home service 
pitches on two television show by radio director for Western Mass. Electric Co., the 
pots, and newspaper advertising cooperating utility. Western Mass. was plug 

Theme of the promotion was provided ging Live Better Electrically 

Lever Brothers, who cooperated in it to Nine presentations were given by Miss 
help introduce their nev liquid detergent Mead and Quackenbush in the Forbes & 
H1UM,” which is being test-marketed in Wallace auditorium, complete with a demon 





ry Sales 


tration of an RCA-Whitlpool washer-drye 
combination and a film on the company 
Miracle Kitchen Phe walls of the audi 
tornum were hned with R¢ \-Whuirlpoo! 
major apphance The Lever Brothers col 
lection of 1 pli is was also on hand 

\fter cach presentation, women in at 
tendance were given organdy aprons by 
Forbes & Wallace and a can of “HUM.” 
Ihe give-aways, however, were not an 
nounced in the advertising 

Of over 300 women in attendance, mor 
than one in eight bought a major apphance 
At some showings, sales went as high a 
Q percent of attendance. The units were 
old at substantially reduced prices and with 


each laundry unit went a six-month supph 


f “TTUM 


Advertising costs slightly in excess of $2800 


cre shared by participants 





PROMOTION DETAILS are studied by, left to right, Sol Freeman of Burden LEVEK BKOIHERS’ models of antique laundry equipment helped establish the 
Bryant, the distributor; Leon H. Beach of Western Mass. Electric, the utility; theme of the meeting, were a potent drawing force for shoppers. The col 
Robert Toomey of Forbes & Wallace, the department store; and Hal Andres lection, illustrating equipment used for the last hundred years, is studied 


of Lever Brothers, the detergent manufacturer 
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semi-fitted covers are 
made of tough woter repellant Cover 


white flannel liners. All shapes 
Write 


SEND postcard for full information 
on ovr complete line TODAY! 





NOWI—SELL HUMIDITY 
For Health and Comfort 





® 
PORTABLE HUMIDIFIER 
Here a great profit opportunity! Sell the A prilaire 
Portable Humidifier—and you sell proper relative hu 
midit with a vast market of customer earching tor 


relief from the discomfort and damaging, unhealthy 


effects of too-dry winter heating. High capacity (up to 
water per hour) push-button contro 

I n,t A extra $a itu i i Ol 

( e bacteria ll ¢ air streat rculating through 

the Aprilaire. Write for the profit stor 


RESEARCH PRODUCTS Coryporalion 


Dept. 99, Madison 10, Wisconsin 


STATION WAGON «& PANEL PICK-UP 


appliance dolly 


YEATS Model No. 5 


Aluminum alloy 
Height 47 
Weight 32 Ibs 


Only 47” tall, this new YEATS dolly is 
desiqned tor TV and appliance men 
who make deliveries by station wagon 
or panel truck. No need to detach appli 
ance for loading into the “wagon’' or 
pick-up the YEATS “Shorty” will 
slide into your vehicle with ease. Has 
aluminum illoy frame with padded 
felt front, quick fastening (30 second) 
strap ratchet, and endless, rubber belt 
step glide New YEATS folding plat 
form attachment, at left, saves back 
breaking work handling TV chassis or 
table models, Call your YEAT: 


dealer today 


“Everlast COVERS & PADS 
Range 


adjustable web 
soft scratchless 


appliance dolly 


sales company 


2127 N. 12th STREET MILWAUKEE 5, WISCONSIN 









Refrigerator Cover 





MARKETING 








A Contest and a Booklet... 


. are the focal points of the 1958 Housepower 


promotion slated to begin during National Electrical 


Week; Adequate Wiring Bureau lends support 


A $100,000-contest and a 20 
re, two-color consumer booklet 
| be the focal points of the 1958 
Ilousepower promotion, according 
to Kk. O. George, chairman of the 
Wiring Promotion committee of 
I.dison Electric Institute. George 
) is also vice president of th 
Detroit Edison Co., outlined the 
ogram’s two major promotions at 
ent pre mrerence 
Long-term goal, he said, is th 
nodernization of wiring in an esti 
nated 20 million American homes 
Vhe first [Housepower effort in 
will consist of a $100,000 
t which will start during Na 
electrical Week lebruary 
Theme will be “Write a 
ion for this Cartoon Ihe 


ion will show a low House 


{ 


ower situation. The contest will 
upported by ads in major con 
wie! publi ition 
Vhe consumer booklet, “How to 
Plan for Better Living With Hous« 
power, is scheduled for the fall 
lt will be offered free to readers 
igh ads in national magazine 
| trical contractors, dealer ind 
will be furnished advertis- 
isplay kits to enable them to 
ulvertising and display 


the Housepow rain 


k \ it Ti in 


correctly identify its meaning with 
idequate wiring a 

He also cited a survey of el 
trical manufacturers demonstrating 
that the Housepower program ha 
had tangible effects in lifting the 
sales of their product 

Wiring Bureau. Carl IT. Bre 
micker, chairman of the National 
Wiring Bureau and vice president 
in charge of sales for the Northern 
States Power Co., emphasized that 
during 1958, the Bureau will plac 
its weight behind Housepower. 
Built around the theme, “House 
power is Salespower,” the Bureau’s 
1958 program is designed to help 
clectrical contractors, utility com 
panies, and home builders translate 
consumer demand for House- 
power into sales 

Nucleus of the Bureau's program 
will be a complete et of House 
power promotional too! ind a 
campaign manual 

\ new bargain package of House- 
power advertising and direct mail 
materials, designed especially for 
use by electrical contracto: ilso 
will be available 

In the new home wiring field, 
the Bureau will continue to en 


courage the establishment of local 
wiring certification Bureau At 
present there are 125 of these, 
representing approximate ) per 
ent of all residential meters in 
t! | S 





THE EXECUTIVE COMMITTEE of the Vacuum Cleaner Mfrs. Assn. are shown at their 
annual meeting at Hot Springs, Va., recently. In the front row are 0. M. Mansager, 
center, president of VCMA and executive vice president of Hoover; at his right 
Lannon F. Mead, president of the Regina Corp.; and at his left C. G. Frantz, 
secretary-treasurer of VCMA. In the back row are, left to right, E. F. Mulhern, 
Birtman division, Whirlpool Corp.; John A. Kemper, vice president, Scott & Fetzer; 
R. A. Orr, manager of G-E’s vacuum cleaner division; and P. R. Boggs, Electrolux 
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Snail’s Pace 





| l hi \ | Tit 
And 


magazine se the 
factor 


ision sets is the 


ervice problem 


itual ervicing for all major appliances and 
I'ime for today’s big 


(x tobe I ] { issuc, 


olution seen by 


ervice headache irticle in its 


In a 44-page 


lime handles the problem from the standpoints of the con 
sumer, the serviceman, and the manufacturer 
l'ime points out that many appliances are becoming so com 


pli ated t 


ingly short supply that there appear 


ervicemen in such increas 
little 


motors of the ( 


ervice and experi nced 
alternative to eventu 


unscrewing the units and 
them to the 

The magazine claims in the 
deterrent to 


irgued, is likely to buy 


illy just returning 


factory where specialists can work on them 
that 


manufacturers’ sales 


article poor service is a 
A dissatisfied cus 


elsewhere the 


principle 


ymier, it next time 


Ihe article i: complete with five cartoons and 


Vim 


a spec ial 











The Basic 10 


Water heater study group sifts 200 combina- 
tions of tank sizes and wattages, comes up with 10 


models that it believes will satisfy 75 percent of needs 


‘ nt f ee Ipphi the 3 hould help 
iss t ot lect rive produ tion and distribution 
iter heat problems surrounding the manu 

\ yor step t id stand facture of thi applian 

r clectri iter heaters ha Sizes, Wattages. The ten mod 
taken a i ilt of the find ncluded i th 4 p 
tud group of mendation embrace four tank siz 

t uitilitie in vater heater | combination f upper and 
nanutact | oup submit heating element wattage 
la list of ten t vater heater ind four style i hown in th 
node] in heat ement com iccompanying tab] 

Dinafl I ( t nect the need I hes recommendations hi 
Mf 75 pr nt of the industry been referred to members of th 

Ihe group selected the proposed clectric water heater section of the 

er f models from the mor National Electrical Mfrs. Assn., to 
than 200 combinations of tank size electric utiliti ind other inter 
ind wattages of electn vater heat ested groups for consideration and 
ers now needed to mect power sup icthion 

plier requirement This proposed list of electric 


If adopt d by individual water heater models is the first of a 


pow 
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three-point program initiated by 
the group which is under the lead 


ership of Paul D, Brooks, vice pre 


dent of the American Gas & Elec 
tric Service Corp, A sub-committ 
to conduct the studies was headed 
by k. O. George, vice-president of 


Detroit Edison Co 

Other points in the program will 
be a study of electrical wiring and 
plumbing specifications which con 
tribute to the 


cil ind ! 


manufacturers 
tud ot the different 


} 
prov 


lect rates applying to water 
heater CTVIce throughout thre 
unt 


Acknowledging that electric rate 
studied b 
Chairman 


i matter to be 
utility 


ire I illy 


each individual 


that 

the study group will do whateve 

it can with respect to that problem 
Plans also call for the group 

undertake a survey to 

the pattern of hot 

throughout th 


Brooks pointed out, however 


determin 
water 


country 


Recommended List of 


Electric Water Heater Models 
Tank Lower Upper 
Size Model Element Element 
Gallons Watts Watts 
30 Round NEMA 600 1000 
40 Round 4500 4500 
40 Table Top 4500 4500 
40 Shell-Less 4500 4500 
50 Round NEMA 1000 1500 
50 Round 2000 4500 
5O Table Top NEMA 1000 1500 
50 Table Top 2000 4500 
80 Round NEMA 1500 2500 
80 Round 3000 4500 


Portable With a Heat Pump 


Carrier brings the air conditioning industry a step 


closer to all-year sales by introducing a many-purpose 


portable that cools, heats, dehumidifies 


Carner Corp speeded the march 
toward portability in air condition 
introduced its 1955 

Nor did it overlook 


ers when it 
units recently 
all-year sales 

Featured product for 1955 is a 
light-weight portable which heat 
as well as cools and can serve as a 
dehumidifier as well. With a 
weight less than 60 pounds, the 
unit can be carned from 
room 

This unit is the first 
purpose portable ever produced 
according to Russell H. Gray, Cai 
rier Vice president 

When mounted in the 
is a conventional room air condi 
tioner, it and dehumidifies 
filters and circulates the air. When 
reversed, it becomes a heat pump 
to warm the The unit 1 
equipped with identical grill on 
About the size of an 
overnight bag, it 


room-t 


multi 


window 


cool: 


room all 


either side 
Call il {) b used 
to eliminate dampn¢ 

his advance in portability a 
vell as the new tep in the use of 
that will both heat and coo! 
that closer to 


und sales in air condition 


unit 
puts dealer much 


Cal-dif 


depart i 
distributos At 
Cloud W impler 
Carrie hairman of the 
predi ted that In compan’ 
te expand it hare 

t which he ¢ 


for the 


df i ippian f ind 


board 
would 

of the 
timated 


indu 


ontinue 


retail marke 
it ] ; mill on 


‘ 


unit 
Ith ] j 
Stimulant. Carrier 
new portable as ‘‘a real stimulant 
W impler says that “‘it 
many homes to the first sale and its 
ersatility will 
init purchasers.” 

In addition to the portable, Car 


looks on the 
will open 


also attract second 





CARRIER’S NEW PORTABLE air 
tioner was the star of the company’s 
1958 product introductions, Shown with 


condi 


it are, left to right, M. L. Holekamp of 
M. L. Holekamp Co., St. Louis; Cloud 
Wampler, chairman of Carrier’s board; 


and Stanley Lersch of Tri-Par Radio, 
Chicago 
rier 1955 line includ lin 


ilhouett 


upy a minimum of window space, 


models designed to 


1 one-hor epower unit which 


crate on low electrical requir 
ment i one-hor cpowel heat 
pun) ind a two-hor cpowe! j 
dow il maditioner ¢ ipabl if 


Olng two or 
Also in the 1958 Carrer lin 

Weathermaker which 
moth 


More TOO 
Consol 


in be used home or office 


Manufacturer Briefs 








® Kureka Williams Corp. hia 

tablished mm factory branche if 
Columbus, Ohio, and Atlanta, Ga 
¢ Gibson Refrigerator Co., a divi 
jon of Hupp Corp., is installing 
new straight-line production facil 


ities for the assembly of electri 
ranges in Greenville, Mich 
PAGE 


14) 


THIS SYMBOL 


oF GAFE/V 


TO. MILLIONS 
OF AMERICANS... 


| 


ELECTRICAL 
APPLIANCES 


Sells 


TO MILLIONS 
OF CUSTOMERS! 





Specify U/L Flag Labelled Cords 


American consumer today, are 


discriminating buyers. They have 
learned to look not just for pric 
and quality but for safety as 
well particularly when put 
chasing electrical product lo 
them, the | L. label has 


the absolute 


become 
vinbol ol 


yalety, 


and their confidence in it results 
in easier Sales of your electrical 


| roduc ts 


lo be sure of smmedia } 


wwe recognition of this symbol 
use the 


per U/I 


power supply ords and cord sets 


mall blue or green pa 


Flag Label* on your 


It -sigmifies that the cord and 
cord assembly have met with the 
high safety standards of Under 
writers Laboratori Tir and 


just a mnportant that you cared 


enough to want only the finest 

ind safest cord for your ppl 

ifie 

Not Ali wer upply la 
ra é mann rev } 

ri / rue 

hy ‘ Cor 






*Bive FLAG LABEL for cord sets 


"Green FLAG LABEL for power 
supply cords attached directly 
to a lamp or appliance 


THE SAFE ELECTRICAL CORD 
COMMITTEE 


x 398 . Strattor 


rical Satety 
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Manufacturer Shipment Statistics 





ing step-by-step through a 
of regulatory 


ESTIMATED INDUSTRY SHIPMENTS OF MAJOR ELECTRICAL APPLIANCES, 
RADIO AND TELEVISION 


DISHWASHERS Aug 
8 Mos. 
DRYERS, Electric Aug. 
8 Mos 
Gas Aug. 
8 Mos. 
FOOD WASTE DISPOSERS Aug. 
8 Mos. 
FREEZERS Aug. 
8 Mos. 
IRONERS Aug. 
8 Mos 
TELEVISION (Production) Aug. 
8 Mos 
RADIOS, Home-Portable- 
Clock (Production) Aug. 
8 Mos 
RADIOS, Automobile 
(Production) Aug. 
8 Mos. 
RANGES, Standard Aug 
8 Mos. 
RANGES, Built-in Aug. 
8 Mos 
REFRIGERATORS Aug. 
8 Mos. 
VACUUM CLEANERS Aug. 
8 Mos. 
WASHER-DRYER 
Combinations Aug. 
8 Mos 
WASHERS, Automatic & Semi Aug. 
8 Mos. 
WASHERS, Wringer & Spinner Aug. 
8 Mos. 
WATER HEATERS, Storage Aug 
8 Mos. 


1957 1956 %, 

(Units) (Units) Change 
36 ,700 20 , 400 +799 
255 , 400 280 , 500 8.9 
77 ,304 101 , 166 23.6 
451,352 639 ,123 29.4 
39 , 297 43 , 371 9.4 
199,271 229 , 452 13.2 
47 ,300 39 , 400 +-20.1 
343 ,600 409 , 100 16.0 
86 ,000 93 , 800 83 
666 , 300 716,900 i 
3,475 4,857 28.5 
26 , 292 35,297 ao.5 
673 ,734 612,927 + 9.9 
3,756,533 4,365,060 13.9 
666 ,753 792,758 15.9 
5,372,680 5,506,404 2.4 
301,971 198 ,087 + 52.4 
3,392,926 2,710,303 +25.2 
58 , 500 70,300 16.8 
615,700 846 ,000 27.2 
27 ,300 27 , 200 f 4 
273 , 500 256 , 800 + 6.5 
240 , 500 307 , 600 21.8 
2,362,300 2,741,500 13.8 
241,218 276 ,932 12.9 
2,070,024 2,448,188 15.4 
11,840 9,995 + 18.5 
112,808 58,905 +91.5 
246 728 278 , 983 11.6 
1,790,038 2,170,490 7 .S 
82,318 94,942 13.3 
578,405 768,421 247 
60 , 500 68 300 11.4 
517 ,200 617 ,300 162 


SOURCES: NEMA, AHLMA, VCMA, EIA (formerly RETMA) 


Pay-TV: What's What? 


The future of pay-television in the home appears 


Subscription television is mov 
maze 
ind legal controversy 
vard a widescal tryout 


Sut there 


public 


no clearcut indication 


» far as to when it will arrive o1 
what it will mean to set and equip 
ment maker 

No one of several tems of 
may-TV now ving for national 

ting has been given a go-ahead 

the lbederal Communication 

OMMNESSIOn It 3 till a good 
vet that more than on tem 


will be tested in a number of area 
Another sure 
be man 
before pa 1\ 


commercial proportion 


thing is that it will 
months or even year 
reache ignihicant 


After seven years of haggling 


within itself and with Congress, 
KCC finally came up with two key 


rulings this past summer! 


on its way toward a tryout, but there are still some 


legal questions and a number of alterative systems 


First, it decided it has the legal 
iuthority to grant pay-I'V testing 
on a national scale—a point bitterly 
disputed by opponents of the 
ystem 

Second, it decided to iccept ap 
plications for testing by television 


tation The next step is to lay 


down ground rules for such tests 
what system or systems may be 
tried, over what channels at what 
time [he Commission staff 1 
vorking on these rules this month 
Two Hitches. There are, how- 


ever, two important hitches. Onc 
is that the ground rules may be 


released in tentative form as a sort 


of tnal balloon. The other is that 


the Commission has qualified both 
its finding that it has jurisdiction 
ind its willingness to accept appli 
cations. In any case, the agency 
has served notice that it will not 
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approve any test ipplications be 
fore next March, long after Con 
gressional opponents of pay-T'V will 
have had a chance to throw the 
whole question back in a precedu- 
ral deep-freeze 

To further complicate 
ture, one pay-I'V 
ently doesn’t come under FCC 
jurisdiction, at least not yet. This 
is a form of closed-circuit wired 
television sold to subscribers via 
telephone wire or 
cable; thus not coming under any 
legal definition of “broadcasting.” 
This is the system being tried this 
Bartlesville, Okla., 


where a motion picture chain is 


the pic 
system appal 


underground 


ummer in 


offering subscribers first run movies, 
older films, and news shows for 
$9.50 per month (see ELecrrical 
MERCHANDISING, 
164) 

The other systems of 
tion television involve broadcasting 


October, page 
ubscrip- 
('V channels with an 


over regulat 
electronically rambled ignal 
which can be received only when 
decoded by a special device at 
tached to the ‘I'V owner’s set which 
works through IBM cards or ordi 
ICC has said this 


ind thus subject 


nary silver coin 
is ‘“‘broadcasting 
to regulation 

The Proponents. Proponents of 
pay-I'V number some big name 
including Zenith Radio Corp., Skia 
tron Electronics & ‘TV, Inc., and 
Paramount Pictures’ International 
I'elemeter, Inc., as well as the 
Video-Independent chain in Bar 
tlesville 

‘The House Interstate and For 
eign Commerce and Judiciary com 
mittees have already scheduled 
hearings on the legal issues involved 
in the coin-box or punch-card sys 
tems 

I'he Jerrold closed-circuit system, 
which Video-Independent is using 
in Bartlesville, meanwhile, requires 
no additional equipment as well as 
Until 
one of the other systems gets a firm 
okay to go beyond the limited tests 
they already have run in several 


no “‘broadcast’’ regulation. 


ities, they aren’t revealing what 
kind of equipment they plan to 
push 

Impartial lawyers in Washington 
ire saying it will be hard to stop 
ome widespread tests of at least 
one of the pay-T'V systems, though 
Congress could find a way if enough 
pressure were brought to bear. But 
there’s no telling when and there’s 
no saying what type of equipment 
vill be involved until then. 

Meanwhile, the Bartlesville ex 
periment is reportedly having some 
troubles. Subscribers are slow in 
coming, while some of them are 
cancelling out after just a few 
weeks of trial 


MERCHANDISING 














1,000,001 Disposers 





WASTE KING WINNER is plumbing con 
tractor Willard J. Guy of Englewood, 
Colo., left, who was honored for sell 
ing company’s 1,000,001st garbage dis 


poser. This entitled Guy to a complete 
set of the firm’s appliances—an auto 
matic dishwasher, disposer, indoor in 
cinerator, oven, and range. Making the 
presentation is Stanley S. Rudnick, 
right, regional sales manager 


Kelvinator: Built-In 
And Contemporary 


Kelvinator division of American 
Motor ( orp will ofter two line 
of 1958-model refrigerator The 
first line—the Contemporary '—1 


been un 
distributors 
free-standing 
traditional 


in production and ha 
veiled to the company’ 
It includes eight 
units that will fit 
kitchens 
A second line—the “Stylemark”’ 
will be in production in Decem 


into 


ber. Indication that it will 
feature the “built-in look” and will 
be aimed at that segment of the 
market that has a epted the new 
tyle trend 


According t Home I [ravi 
charge of Kel 


ice pr ident in 
inator sales, Our own urve' 
indicate that better than seven out 


of ten potential refrigerator buyer 
preference for the con 
temporary free-standing look ov 
ilthough the a 


till express 


the built-in look, 


ceptance of the new trend is slowly 
gaining hus the inclusion of a 
econd Kelvinator line attributed 
to a ommon-sense approat h to 
the realities of the appliance busi 
rie today 

In addition to th new retriges 
itor th ompan\ new electri 
rang include three 40-inch and 
three 30-inch models with t p-end 
tvling in every mode} 

\ if distributor price on 
range ind refrigerator i up 
three to five percent. Retail price 

» for local dé 


Marketing Consultants 
To Serve the West 


An marketing firm, Market 
ing Service In has been estab 
lished i» ttsdal Arizona by 
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Harold B. Donley and Robert M 


Oliver. Plans are underway to open 


branch offices in Denver, Los An 
gel ind San Francisco in order 
to ser the 1] 1]-state tern area 
nore effectivels 

Oliver brings to the firm 31 
of experience that includes posi 
tions with Westinghouse Electr 
Landers, Frary & Clark, Proctor 
Electnc Co., and Thomas A. Edi 
son, Inc 

Donley has been active for 
vears with such firms as General 
Electric, Westinghouse, Carrier 
Corp., and, more recently, Bryant 
Mfg. Co 





SCHEDULED MEETINGS 





ELECTRONIC INDUSTRIES ASSN. 
(RETMA) 


Rodio Fall Meeting 
King Edward Hotel 
Toronto, Ont 
November 11-13 


NEMA 


Traymore Hotel 
Atlantic City, N. J 
November 11-15 


AIR CONDITIONING & REFRIGERA- 
TION EXPOSITION 


International Amphitheatre 
Chicago, Ill 
November 18-21 


WINTER MARKETS 


Merchandise & Furniture Marts 
Chicago, Ill. 
January 6-17 


NATIONAL HOUSEWARES & 
HOME APPLIANCE MFRS 
EXHIBITS 


Navy Pier & Drill Hall 
Chicago, Ill 
January 16-23 


NATIONAL ASSN. OF HOME 
BUILDERS 


14th Annual Exposition 

Conrad Hilton & Sherman Hotels 
& Chicago Coliseum 

Chicago, Ill. 

January 19-23 


WESTERN WINTER RADIO-TV & 
APPLIANCE MARKET 
Western Merchandising Mart 
San Francisco, Calif 
February 3-7 
NATIONAL ELECTRICAL WEEK 


February 9-15 


NEW ENGLAND HOME SHOW 


Mechanics Building 
Boston, Mass 
February 13-19 


14th ANNUAL NATIONAL WIRING 
PROMOTION CONFERENCE 


Statler Hotel 
Detroit, Mich 
February 20-21 
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FONOVOX, TONFUNK —WEST GERMANY'S MOST COMPLETE HLFI LINES 


14 models from $69.50 to $769 and customers 
for every one! A Fonovox, Tonfunk dealership 
means that you are selling the finest line of 
imported hi-fi, Every unit sold with full RETMA 
warranty, every unit sold at full price. That's why 





many Fonovox, Tonfunk dealers carry no other 
foreign made hi-fi, 


FONOVOX, TONFUNK—THE BEST BUY IN HII! 


Contact the Fonovox, Tonfunk distributor nearest 


you or write today for his name and address to 


VIDEOLA-ERIE CORP., Brooklyn 1, N. Y., ULster 5.3456 


+ 
Metropole —AM, FM, Short Wave combina | A * 
tion. 4-speed Rex intermix record changer, pe P f) 
8 speakers, two channel output, magic-eye (Mme <— 
tuning, and exclusive Concert-O0-Matic tone \ VW 1) 
selectors with separate bass and treble con. |Z = ‘om 
trols. Console has hand rubbed French finish | ’ a 
in dark or light walnut, blonde | 
* * * * * * 


* * * * 
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YOU CHANGE YOUR ADDRESS 


Be sure to notify us at once, 
so future copies of ELECTRICAL 
MERCHANDISING will be de- 
livered promptly. 


Also make certain you have 
advised your local Post Master 
of your new address so other 
important mail doesn't go 
astray. 

Both the Post Office and we 
will thank you for your thought- 
fulness. Mail the information 
below to: Subscription Dept., 
ELECTRICAL MERCHANDIS- 
ING, 330 W. 42nd St., New York 
36, N. Y. 


NEW 
Name 
Address 
City Zone State 
Company Title 

OLD 
Name 
Address 
City Zone.... Btate 
ELECTRICAL MERCHANDISING 
330 W. 42nd &t. w. Y. 36, HM. Y. 








iad . 
Quick 
easy way 
to make pipe connections 


FOR WASHERS, 
REFRIGERATORS, 
AND OTHERS 


DRIERS, 






Model CT with flared joint 
for copper tubing 


Model ST— 


for pipe connections 


for mak 


SKINNER-SEAL SADOLE TEt 
ing pipe connections. No pipe cufting or 
threading. Only one bolt to tighten 
Quick, easy. Cuts cost. For installing wash 
ers, driers, gas refrigerators, heaters, 
etc. Write for circular 


Approved by Underwriters’ Laboratories, Inc 


DML 


INDIANA 


SOUTH BEND 21, 
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NEW FACES 





Cc. E. MOLLHAGEN 


fronrite, Inc.—Charles | Moll 


hagen been elected president 
Mollhagen had most recent] ed 
as executive vice-president 





G. G. HURT 


Norge Div., Borg-Warner Cor 


Gordon G. Hurt has been named 
national merchandising managet 
J S. Wolfe and John A. Curley 
have been named eastern and south 

nal sales managers, ré 





JEMBERLING 


Alliance Manufacturing Co 
+ mberling ha een 
nal | manager for th n 
um products division 


Stromberg Carlson—Richard W 


Jone ined thi compan 

i I iotion manager for the 
ict livision 

Sweden Freezer Mfg. Co.—Jack 

Reite been named central re 
nanavel 


Ikmerson Radio & Phonograph 
Corp ik Risher has been ip 
ont trict manager for the 


uthwest vith headquarter in 


ELECTRICAL 


A. B. DUMONT, JR 
Allen B. Du Mont Labs, Inc.—Allen 
B Du M it iT 1AaS been ip 


pointed manage! f the tel 





JOHN SEIPPEL 


Whirlpool Corp.—John Seippel has 
been named sales and product train 
ing manager for RCA Whirlpool 
air conditioners. Virginia Van Nos 


trand has been appointed to the 


po ition of assistant home service 


direc tor 


Youngstown Kitchens Div., Ame: 
ican Standard—Harry F. Howell 
held the title of sal 


manager has been named general 


A former] 


manager of sale 


Permaglas Din \. QO. Smith Corp 


I] \1 1) med ile 








* 
Phileco ( Or 
ha Ol a ft 
ince division aS manager of the re 
frigerator-freezer division. Richard 
C. Connell has been named met 


iand Manager 
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PARKER ERICKSEN 





WILLIAM H. CHASE 


Easy Laundry Appliances  Div., 
Murray Corp. of America—Parker 
H. Ericksen, vice-president of Easy 
Laundry Appliances and of the 
Murray Corp., has been named gen 
eral manager of the Easy Laundry 
An additional ex 
ippointee is Wilham H 


Chase, named director of merchan 


Appliances Div 


ecutive 


dising for Easy 


Salem Clock Co.—W. I. O'Brien 
ha jammed i ianage 


th mpan 





KENNETH O. RALPHS 


York Shipley Ine Kenneth () 


ippoute adssale 


nanager of the residential division 


| 1} Nil pcecn 


Ben-Hur Mfg. Co.-Emil W 


i has been ippointed iles 


Motorola, Inc.—James I. Haley ha 
en uned regional sales man 


vw York City, Philadel 
Y irk and Atlantic City 


Jacobsen Mfg. Co.—Donald J 
Strever has been appointed district 
lowa-Ne 


ile manager for the 


| ] 
NaSKaA ATCA 
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Supplement Products Services 
For More Sales - More Profits 





HAND 
TRUCKS ah nae 


For safe and easy han- wo 
t 
dling of Ranges, Refrig 
erators, Freezers, Wash 
ers, Air Conditioners, 
Pianos, Television sets, 
Venders, etc. Experience 
in manufacturing equip- Te) 
ment for heavy case 
moving since 1901, 


102 
BALANCE TRUCK 
, ;NO 
300 
SELF-LIFTING one MAN 
PIANO TRUCK CO. [ee 


TRUCK 
425 N Main St tindley Ome 





SEARCHLIGHT. 
bY toggle], | 


a 
EMPLOYMENT . BUSINESS 
EQUIPMENT usto or RESALE 


OPPORTUNITIES 








Antique 
Polished Brass Telephone Lamp! 


Mouthpiece and receiver bake- 
lite. Less shade and bulb— 


Ci $13.00 
AN eh ts FOB BI . Pa. 
TELEPHONE ENGINEERING CO. 
Dept. EM.1t Simpson, Pa 

















REPLIBAS (low No.) Address to office neareat you 
c/a This publication Classified Adv. Di 
VEW VORA: P.O, Row t# (46) 
CHICAGO to ON Michigan Ave (it) 
AN FRANOISCO: G8 Poat At. (4) 


SELLING OPPORTUNITY OFFERED 


Wanted sales representatives calling on 
jobbera to sell all transistora portable ra 
dio manufactured in Japan with exclusive 
patent held by us. Transistor radio to retail 
for $19.9 New item with hot salea vol 
ume Commission and exclusive territory 
Repl Associated Importers, 1168 Battery 
treet an Franeciseo, Call 


CONTRACT WORK WANTED 


Canadian Facilities to assemble & distribute 
{ Liectrical Produet Write in confi 
VW-644 KMlectrica Merchandi 


LILGAL NOTICH 
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editorial 


LAURENCE WRAY Editor 








Phony Obsolescence 


ryt ipphanc nidust yractice of 


VP} 
binging out new mode ( year, 
reyvate le of whether an Da product 
improvement ! mvolved ha ontributed 


largely to the chaotic conditions existing to 
day This constructive piece of criticism 
comes from no less an authority than Fred 
Maytag, president of the 
his name. Writing in Tide magazine, Mr 
Maytag labels the annual model practice 


compa pcarning 


urtihicial oO p hologica obsolescence 
ind pom wut that while such practices ma‘ 
Have proven st ( riil am the tomotive and 


women fa hia n held that far d fe rent con 


ditions exist in th ppliance ind ! 

Tin thee ipphan dust M Mayta 
ud the oncept r artiticia iC ence 
has not, | elit t ent an ot 
the interested J t t] St I the 
dealer or the manufact On the « 
trary, I'm convu | that thi ipproa h ha 
resulted in custom f ind unee 
taint has had t | p ng the a 
pl mice market | ite ft 
THT ilth cin 1 | hOW pla lil 
il] independ t a 1 lealer 

At Mavtag ict a ( | rene « 
ion yperate thie ) i that 
model hang hceant 
inprovenn nt I t in] in an 
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d di ’ trades n on new 
cit An automob dacaier m c| ip 
ral rapid turn-over of his trade-in to pre 
him with ibstantial portion of hi 
sine income. It is profitable for him to 
ourage h torn to turn im last year 
model for a me EL Thi ondition defi 
nitel dot not tf among ipphiance deal 
There not a profitable market for a 
ed ‘last i 
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nual model hange for ‘“‘face 


AY MAYTAG cs on to detail the im 
4 pact an le] 


yurpose alone have had on the con 


the dealer, and the manufacturer. The 


! i ud think of her home 
quipment as useful and convenient 
hich elumimate the drudgery of home 
yh villing t pay a fair price 
) | 
ha in nee in the qualit of the 
li 1th t¢ t of tl a cl 
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troy the clements of creative 


ilesmanship 


From the manufacturer tandpoint, arti 
ficial obsolescence means (1) that high tool 
ng costs of annual model changes must 
cither be absorbed by him or passed on te 
dealers and/or consumers in the form of 
higher prices (2) it aggravates the manufa 
turers inventory problem and encourag 
dumping 

We think all this makes a lot of sense 
Most of the manufacturers in our industry 
scem genuinely concerned about doing some 
thing concrete to restore some sort of integ 
rity to the busine Considerable progr 
has been made, for instance, in « utting down 


n the number of models in manufacturer’ 


line further progr has been made in 1 
iewing the indiscriminate franchising of 
fringe clement dealers who have contributed 
largely to the unrealistic price situation Mi 
Maytag uggestion would seem to be an 
thre tep in easing an industry burden at al 
evel Nobod m argue that genuine prod 
uct improvement necessary to the contint 
ing development of the app! ince, radio, an 
tele ine tric Automat detrostin 
1 retrigcrato fo! in tance, VA i Majo 
oduct iunprovement; combination refrige 
tor-freeze filled a public demand; washer 
| Cr equipped vith controls to handl 
nev man-mad Va h nd VCAI fabri 
re] ent new advances and new selling am 
nunition for the dealer. Such product de 
pment tt i ntinuing proce 
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1957—ELECTRICAL MERCHAND 
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De-wrinkling—not exactly a new wrinkle at Hamilton. Much talk these days about the won- 
drous new de-wrinkling abilities of clothes dryers—and good talk it is. In fact, if a mild and 
slightly-smug voice can be heard over the din, we’d like to point out that Hamilton dryers have 
been de-wrinkler-equipped for many years now. (At this morning’s coffee-break the estimates of 
wrinkles we’ve de-wrinkled grew to staggering proportions!) One more example of the years- 
ahead-ness you find lurking in a Hamilton dryer, and one we’re delighted to explain. At just the 
proper moment in a Hamilton dryer cycle, heat stops ... gentle tumbling continues through the 
cooling period ... wrinkles are confounded and erased. Try that on your Hamilton-adorned sales 


floor. It’s smooth, wrinkle-free sales magic. 





STRONGEST EXCLUSIVE LAUNDRY LINE GOING! 


AUTOMATIC WASHERS + AUTOMATIC CLOTHES DORYERS - HAMILTON MANUFACTURING COMPANY - TWO RIVERS, WISCONSIN 





AUTOMATIC WASHERS - AUTOMATIC CLOTHES ORYVERS - MAMILIVUN MANY 


Sell All 6 New 1958 
Kelvinator Electric Ranges 
With Only 3 Floor Models 







































































Top-End Styling in Every Model 


Every model is a High Volume Model . . . 
Priced for Volume, Priced for Profit 


Kelvinator, with a powerful short line of six ing point, a potent attention getter on the sales 
high-styled, feature-packed models, gives the floor. Nothing has been overlooked 
Kelvinator dealer a real opportunity to aggres 
sively acquire a winner’s share of the range Yes, Kelvinator has taken the six models that 
business in 1958 sell the best, the models where eighty percent of 
the range business is done, and, by giving every 
Every model in this new 1958 line is a volume model deluxe styling and deluxe feature treat 
model. Every model, even at the low-end, has top ment, made these models easier to sell faster 
end “‘Style-Mark’’ deluxe styling. Every model ‘These 3— 40” models and 3— 30" models bring the 
has effective-to-demonstrate *‘Finger-Wide” Push Kelvinator dealer maximum volume opportunity 
Button controls. Every model has a high, wide with the simplest floor inventory in the industry 
and handsome backguard. Kverv backguard is For 1958 Kelvinator means business— more elec 
brilliantly illuminated, providing a powerful sell tric range business for Kelvinator dealers. 


4h, Ame in Mot Me on live Better 
Me More For Americons ~~ 3 Electrically 


